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33.3 per cent of all respondents were first-time 
visitors to Ontario,compared with 28.9 per cent 


first-time visitors in 1966. 


72.3 per cent of first-time visitors were pleased 

and satisfied with their Ontario vacation; 2.8 per 
cent were not entirely satisfied, and approximately 
17 per cent had not formed an opinion. The incid- 
ence of satisfaction would probably have been 

lower, except it is believed there is an under- 
estimation in the United States regarding expectation 
of “Lourisipareractions in Onpario.; The Department's 
advertising and promotion should stress the fact that 
Ontario has many attractions and modern accommodation, 
as well as scenic beauty, providing for many kinds of 


vacations. 


83.3 per cent of all respondents originated in the 


ten U.S. States which form our primary marketing area. 


53 per cent of all respondents noticed Ontario 
advertisements - and 
45 per cent were able to recall correctly, the n2me 


of the publication in which they appeared. 


The most striking single factor revealed was that 
almost half of first-time visitors came to Ort+ario 
en route to or from Expo; 20.6 pe: cent stating they 
visited the province en route to Expo and of these: 

42.9% were first-time visitors, and 

9.5% were repeat-visitors. 

It is significant that a single event, well-publicized, 
was able to induce so many first-time visitors. Ontario's 
promotion of our large scale attractions, such as The 
Stratford Festival, Niagara Falls, Niagara-on-the-Lake, 
The Canadian National Exhibition, and our Capital City 
of Ottawa, should continue to be directed to potential 


first-time visitors. 
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Approximately 47 per cent of respondents used hotels 
and motels for accommodation; 15 per cent used 

rented cottages or cabins, and 24 per cent used 
campsites. Others stayed with friends or 
relatives, or did not state the type of accommodation 


used, if any was required. 


Average length of stay in Ontario was 4.9 days, with 


no significant variation by origin or destination. 


Average age of all respondent head-of-parties was 41.3 
years; of first-time visitors it was 38 years, and 


of repeat-visitors, it was 43 years. 


Average income of all respondent head-of -parties 


was $10,210. 


Approximately 70 per cent of all respondent head-of- 


parties owned a 1965 or later model automobile. 
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Appendices 


Questionnaire Form - U.S. Visitor Study 


Factors Influencing U. S. Respondents 
to Visit Ontario - As Disclosed by 
Recent Ontario Department of Tourism and 
Information Studies 


Summary of Tourist Establishment Occupancy 
by Selected District and Type of Establish- 
ment, in Percent - July, 1967 
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Purpose 


At the request of the Deputy Minister, a survey of 
U.S. visitors to Ontario was made during the summer 
of 1967. In this particular instance, the method 
used was that of personal interview with operator- 
owners of U.S. licensed automobiles while they 
stopped for car servicing or gasoline purchases at 


selected Ontario gas stations. 


Thissame type of survey was made during the summer 

of 1966 which resulted in a very limited number (232) 
of responses. However, as data obtained proved to 

be most useful to the Department in a number of ways, 
it was decided to continue the study in 1967. This 
year, 847 replies were obtained. These were analysed 


and the results recorded as follows. 
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Sampli Procedures 


The basic method could be called "accidental quota sample", 


and is described as follows: 


Ls Service stations at which the surveys were conducted 
represented those most widely known to Americans, i.e., 
Esso, Shell, B.A. and Texaco. They were alternated 
every sampling day, i.e., the first day at Esso stations, 
the second at Shell, the third at B.A., and the fourth at 
Texaco. 


Ox The days of the week were also rotated, i.e., on Monday 
the first week of July, Tuesday the second week, Wednesday 
the third week, and so on. 


i Interviewing was done between 2 and 6 p.m., as 
traffic is generally heaviest at this time. 


lie The interviewer attempted to speak to all American 
drivers stopping at the service station where he was 
based that day, unless such large numbers were present 
at one time that he would have caused too lengthy a 
delay in their journey. 


Da Regional locations were as follows, and were also rotated: 
Region Survey Location 
Arnprior (a) Cornwall 


(b) Kemptville 

(ec) Smith Falls 

(d) Kingston 

(e) Service Centre for 
eastbound traffic 
at Odessa on 401 


(a) Lakefield 
(b) Barrie 
(c) Huntsville 


Huntsville 


London  otravirey 

) Grand Bend 

) Thamesville 

) Leamington 

) Service Centre for 
eastbound traffic 
outside of Ingersoll 
on, Od. 


North Bay (a) Blind River 
(b) Wawa 


Kenora (a) Fort William at 
Port Arthur 
(b) Atikokan 


Toronto (a) Port Colborne 
(b) Grimsby 
(c) Service Centre for 
westbound traffic 
between Newtonville 
and Newcastle on 401 
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Several tests were made on data obtained in order to determine 
the validity of an "Accidental Quota Sample". The most highly 
significant study compared the origin of respondents (that of U.S. 
visitors questioned while stopped at gasoline stations) with the 
origin of all U.S. passenger cars entering Ontario during 1965 on 
customs permits and remaining in the province two or more nights . 


which is shown in Table No.XLI. 


Of all U.S. visitors included in our sample, those originating 
in the ten States which form our primary marketing area represented 
83.3 per cent of the total. The Dominion Bureau of Statistics 
reported that in 1965,90.3 per cent of U.S. visitors to Ontario 
originated in the ten States. The similarity is close, particularly 
if consideration is given to the fact that we are comparing 1967 with 
1965. The greatest difference is observed in New York State, where 
26.18 per cent of visitors originated in 1965, and only 16.08 in 1967. 
This is due largely to the attraction of Expo, which was visited by 
large numbers from New York State who entered the province of Quebec 


directly, without crossing through Ontario. 


Socio economic data obtained from this report is basically 
similar to that obtained from several other U.S. studies prepared by 
this Department and other organizations. For instance, of U.S. 


visitors to Ontario, the average age of heads-of-parties was: 


Source Average Age 


U.S. Tourist Survey (Prepared by the 
Ontario Department of Civil 


Service, 1966 (p.5) Lon] 
Analysis of U.S. Visitor-Prospects to 
Ontario, 1967 45.3 
U.S. Visitor Study, 1966 (McDonald 
Research Limited 5.0 
Gas Station Survey, 1966 Ah. 5 
Gas Station Survey, 1967 E38 
(*) Dominion Bureau of Statistics - "Travel Between Canada and 


Other Countries, 1965" 
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Data concerning the occupation, inoome, model of car owned by 


respondent, show the same degree of similarity. 


After analysis of data obtained by means of the "Accidental Quota 
sampling'tmethod, we concluded that these respondents had the same 
characteristics as the average U.S. visitor, with the exception 
that they stayed in Ontario an average of 5 days, whereas 
according to Dominion Bureau of Statistics figures, the average 


U.beVisicor Ssbays in Ontario 2.52 days. 


As our gas station visitors stayed an average of almost a 
week, it appears they were mostly on vacation, would spend on the 
average,more money than short-term visitors, and therefore are a 
highly desirable type of tourist. This is a useful and inter- 
esting factor in our consideration of first, advertising and 
promotion policies in their areas of origin, and second, our 


development policies in their areas of destination. 
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First. Visite vo Ontario 


According to Table No. I of this report, 33.3 per cent of our 


respondents visited Ontario for the first time in 1967. 


In 1966, only 29 per cent of our respondents visited Ontario 
for the first time. The more than 4 per cent increase is due to 


the attraction of EXPO. 


The State of Florida, from their experience in the tourist 
industry, considers that any jurisdiction (state or province) which 
can attract one-third or more new visitors every year has a_ satis- 


factory ourist eratane. 


A comparison of first-time visitors was made by age, in Table 
Weler LIES As is to be expected, the average age of first-time 


visitors was lower than that of repeat visitors, as follows: 


Respondents Average Age 
First—-visitors 38 years 
Repeat-visitors 43 years 


In Table No. III, first-time visitors and repeat-—visitors were 
classified by occupation. There is no significant variation in 
the average with the exception of unskilled labourers, farmers, 
and housewives, whose incidence of first-time visits was quite 


heh. 


Data revealed in Table No. IV is much more significant. First- 
visit respondents and repeat-—visitors were classified by origin, 
and it is interesting to note that there is a correlation between 
the incidence of visitors stating that EXPO brought them to Ontario, 
and the incidence of first-time visitors originating in those States 


where the incidence of first-time visitors was also very high. 
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From this it can be seen that EXPO brought a significant 


number of first-time visitors to Ontario. 


In the states where interest in F%PO was low. the incidence 
of first-time visitors to Ontario was also low. The same 
tendency exists in distant states where a considerably higher 
incidence of first-time visitors appears, compared with neigh- 


bouring states, such as Michigan and New York. 


Table No. V shows the number of first-time visitors to 
Ontario by destination, but there is no revealing significance 
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Number of Visits to Ontario 


Table No. VI shows the number of visits to Ontario for 
tourists visiting Ontario more than once. The highest incidence 
occurs in the group "2 to 3 visits" (39.0%). The second 


highest incidence occurs in the "4 to 5 visits", with 24.0%. 


The average number of visits to Ontario for repeat-visitors 


was 5.7. 


If we compare these data with that obtained from analysis of 
visitors to Ontario Government Reception Centres, it can be seen 
that the average number of visits to Ontario is lower in the Gas 
Station Survey. As we will later observe (Table No. XXXV), 
the length of stay in Ontario for respondents in the Gas Station 
Survey was 4.9 days, compared with a length of stay of 6.3 days 
for respondents taking part in the Reception Centre Study. These 
two groups are therefore not identical, but there are some simil- 
arities. The main difference is that the length of stay for 
repeat-visitors is slightly less for respondents in the Gas Station 


Survey. 


Table No. VIII shows the average number of visits of repeat— 
Visitors, by vacation area. There is the same oscillation from 


the average of 5.7, as mentioned above, in the Reception Centre 


Study comparison. The highest average number of visits was in the 
Madawaska Valley vacation area. Others were as follows: 
Vacation Area Average No of Visits 
Madawaska Valley 


Muskoka 

Grey-Bruce 
Huronia-Lake Simcoe 
Midwestern 
Niagara—Iroquoia 
Seaway Valley 


Os O OANININ © 
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The lowest number of repeat—visitors (2.5) was observed in the 


Nipissing and Lake of the Woods Vacation Areas. 
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How Ontario and its Attractions Lived up to 
Respondents' Expectations 
A large majority (72.34%) of first-time visitor respondents 
replied that they were satisfied with their Ontario visit. (See 
Table No. IX) Even after allowing for the fact this figure 
might be inflated for various reasons, the incidence of those who 


were happy with their first visit to Ontario was quite high. 


The next question is: "Why was the incidence of satisfaction 

so high?'"'. Because: 

(a) Ontario has so many natural scenic attractions? 

(b) of the concept that most Americans who had not visited 
Ontario previously had a high regard for Ontario as a 
Vacation area? 

Whichever the case, it is obvious that these respondents now feel 
Ontario is an excellent place to visit and to spend their vacation. 
It has also been noted that when American visitors are attracted 
to Ontario in the first place they tend to return again and again, 
therefore the Department's efforts in advertising and promotion 
should be focused to attracting Americans for the first time. 


After they have seen the province, the majority are likely to 


return. 


Table X supplies the answer to the question: "In what way did 
this Ontario visit not live up to Respondents't expectations?" 


Sixty-three respondents replied as follows: 


Did not live up to expectations 6 
Dontt know 9 
Did not reply g 

63 


More than half (33)"did not know't because they had ‘ust arrived 

in the province and had not formed an opinion. Approximately 10 
per cent had not decided what they expected of their visit, and 
another 10 per cent had not yet made their decision. Onley 6235 
per cent stated they expected a more rugged and colorful scenery, 

and a colder climate. Another 3.18 per cent expected better fishing. 
We may therefore conclude that the large majority of respondents. 


consider Ontario an attractive place, and worthwhile visiting. 
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How Respondents Became Interested in 
Visiting Ontario 
Table No. XI shows the manner in which respondents first 
became interested in visiting Ontario. The highest single 
influencing factor was that of friends or relatives; 26.95 
per cent by U.S. friends or relatives and 18.67 per cent by 


Ontario friends or relatives, totalling 45.62 per cent. 


Results obtained in this study are similar to those 
obtained in other studies made by the Department, influence 
of friends or relatives being the most important influential 


factor in the following studies: 


Gas Station Survey, 1967 - 45.62% 
U.S. Tourist Survey (Ont.Dept.C.S.) 16.5% 
Gas Station Survey,1966 39.9% 
Analysis of U.S. Visitor- 

Prospects to Ontario,1966 27.2% 
Uo. Visitor otudy 

(McDonald Research Limited) 39.0% 


The comparative Table "A", is included in Appendix II. This 
year, the results of the Gas Station Survey were not compared 
with those of other U.S. visitor studies made in previous years 


because the amount of travel in Ontario created by EXPO 


distorted the picture. 


From Table No. XI, it can be seen that for 20.57 per cent of 
respondents, EXPO was the deciding influence on their decision 


TOMVELSIA a ONC Or 


Advertising seen in newspapers and magazines was mentioned 
as the main reason for their visit to Ontario by 5.6 per cent of 
respondents. Advertising by the Canadian Government Travel 
Bureau attracted 1.5 per cent of respondents, and documentary or 
travel films seen accounted for 1.4 per cent of respondents? 


visits. 
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Basically, distribution of main influential factors in 
visiting Ontario is similar to that of Appendix II, but the 
total picture is distorted by those respondents who came to 
Ontario en route to and from EXPO. These represented 20.6 


per cent of all visitors questioned. 


Table No. XII shows the influential factor by occupation. 
There are no significant characteristics in total for any 
particular occupation, but there are some variations in the 


average, as may be seen on the last line of the table. 


Table No. XIII shows main influential factors by origin. 

In this case, there are two separate tendencies to be observed. 
Those states situated close to Ontario had the highest incidence 
of influence by friends in the United States or Ontario, and a 
low incidence of EXPO visits as their influencing factor. On 
the other hand, states situated farther from the U.S. - Ontario 
border had a low incidence of influence of friends in the United 
States or Ontario, and a high incidence of EXPO visits as an 


influential factor. For example: 


State of Friends in the En route to 

Origin U.S. or Ontario or from EXPO 
Michigan 50.23% Deis 
New York MESES) 13.43 
Ohio 61.38 1287 
Indiana ORV AL: Does 


Rest of U.S. (those 

States not included 

in Ontario primary 

tourist market) Bi, ey 27,50 

Table No. XIV and Graph No. 2 show clearly that in 1967, the 
most important single factor in influencing visitors to come to 


Ontario in the case of first-time visitors is significantly different 


from that of repeat-visitors. 
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Primary Reason for Visiting Ontario 
in per cent of Respondents 


Influence of friends Influence of friends Visiting 

and/or relatives in U.S. and/or relatives in Ontario Expo 
First-time 22107, 9.2% 42.9% 
Repeat—visitors 29.0% 23.3% 9.5% 


The main difference is noticed in those visitors who were en route to or 
from EXPO, proving that a special event attracts many new tourists who other- 


wise would not have come to Ontario. 


The question now is "How can Ontario create a substitutefor Expo?". 
The Stratford Theatre Festival could be expanded to include more art 
exhibitions and other attractions to induce visitors interested in 


culture to come to Stratford, and to stay longer. 


The Canadian National Exhibition could be modernised and expanded 
to induce more first-time visitors to come to Toronto. Our many 
downtown and uptown shopping centres, Museums, Art Galleries,Casa Loma, 


and of course, the New City Hall, should also be featured. 


The Ottawa Parks Commission has created a delightful scenic area 
in the City of Ottawa which could be promoted along with historical 


buildings, and events such as the popular Changing of the Guard. 


Niagara Falls and Niagara—on-the-Lake have much historic interest 
and scenic beauty to offer first-time visitors and intensive advertising 


to promote this area would likely bring satisfactory results. 
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Advertisements - Noticed in U.S. Magazines 


Of the 846 respondents, 53.9 per cent stated they had noticed 
Ontario advertising in U.S. publications. Approximately 30 per cent 
stated they had not noticed any Ontario advertising, and the balance 


of 17 per cent could not recall seeing any advertising, or did not 


reply to the question. (See Table XV) 


Respondents stating they had noticed Ontario travel advertising 
in U.S. magazines (449) were asked to specify the particular magazine 


in which it appeared. This information is included in Table XIV. 


It is interesting to note that if we consider magazines only, 
65 per cent of the advertisements reported on were actually seen in 
magazines in which advertisements were placed. If newspaper 
advertisements are included, the total is 76 per cent correctly 


noticed. 


It is obvious that the correlation between advertisements 
noticed and the actual magazine subscribed to is quite significant, 
confirming a number of aspects: 


1) that respondents took the questioning seriously 
and did their best to answer correctly 


2) that our advertising did create an impact on U.S. 
readers 


3) that we must not forget the two main facts shown in 
Tables XV and XVI: 


(a) a high percentage (53% of all respondents) 
remembered Ontario advertising, and of that 
percentage: 


(b) 76 per cent remembered in which magazine or 
newspaper they had seen the advertisement, 
correctly corresponding with those publications 
in which our advertising had been placed. 


These two facts show that our advertising does indeed create 
an impact and most important, it is effective over a long period 


of time. 


(*) Note: The 1966 Gas Station Survey revealed that 49 per cent of 
respondents stated they had noticed Ontario tourist 
advertisements in U.S. Consumer magazines. 
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It is probable that many of those persons who influenced some 
of our visitors to come to Ontario were also exposed to our adver- 
tising and even though they did not themselves visit the province, 
they were favourably impressed, to the extent of recommending an 


Ontario vacation to their friends. 


If we take into account the fact that an additional 24% of all 
respondents recalled our advertisements but were mistaken in naming 
the publication in which they appeared, the impact of our promotion 


LS Sully significant. 


At least 45 per cent of respondents were aware of and 
recalled our advertisements. We will again focus on this factor 


in studies to be carried out in future. 


Advertising or promotion done by the Canadian Government 
Travel Bureau or by Canadian Carriers could also have been influential 


in bringing visitors Lo Ontario: 


Magazines Subscribed to by Visitor-—Respondents 


Table No. XVII shows the number of magazines subscribed to by 
visitor-respondents. The most interesting facts revealed are that 


of 846 respondents: 


19.7% subscribed to one magazine only 
(Approximately one-third to Readerst Digest) 


26.0% subscribed to two magazines 
15.8% subscribed to three magazines 
11.8% subscribed to four or more magazines 
Those respondents who subscribed to three or four magazines 
received altogether, 46 per cent of all magazine subscriptions. 


26.6 per cent did not subscribe to any magazine. 
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Reception Centres 


Tables Nos. XVII to XXII show data concerning Question No.5: 
"Do you happen to know if the Ontario Government 
maintains reception centres to assist visitors 

such as yourself?" 
- 74.4% were aware of Government Reception Centres 


- 19.4% were not aware 


- 6.0% did now know, or did not reply. 


Table No. XIX shows respondentst awareness of Ontario Govern- 
ment Reception Centres by State of origin. Naturally, awareness is 


highest in bordering States and lower in more distant States. 


The same tendency is observed in Table No. XX, which shows use 


made by respondents of Ontario Government Reception Centres. 


In Graph No. 3, both series of data (awareness and use of 
reception centres) are shown. It may be seen there is a correlation 


between awareness of the existence of the Centres, and their use. 


Reception Centres not only facilitate travel for visitors to 
Ontario, but promote travel throughout the province and it seems 
advisable in view of these facts that our U.S. advertising should en- 


courage their use. 


Table XX shows usage of Ontario Government Reception Centres 
by destination of visitors (Vacation Areas). There is no particular 


difference in the various vacation areas. 


Tables Nos. XXI and XXII show intention to visit Ontario 


Government Reception Centres by origin and destination of respondents. 
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Interesting - and Disappointing Aspects 
in Ontario Observed by U.S.Visitors 
Table No. XXIV indicates which aspects of their Ontario visit 
were found most interesting by U.S. visitors. Altogether 846 
replied to this question, reporting on 1,041 different aspects, as 


follows: 


Attractions, Historic Sites 


and Museums - 28.9% 
Scenery, (includes cleanliness 

of outdoors, and seeing wildlife) - 17.0% 
Highways, Roads (includes traffic 

flow, road conditions, etc) =~ 8.2% 
Hunting and/or Fishing =) O69 


Camping, and favourable comments on 
Provincial parks and Picnic - 6.6% 


Boating (includes canoeing, cruises, 
interest in locks and canal systems) - 2.6% 

Spectacular Ontario attractions such as Niagara Falls, Toronto's 
new City Hall, and the Changing of the Guard on Parliament Hill at 
Ottawa, are very much appreciated by U.S. visitors and have come to 
be associated with Canada and Ontario much as "night life" is 
associated with Paris, bull fights with Spain, and the Tower of London 
and the Changing of the Guard at Buckingham Palace is with England. 


All should continue to be promoted. 


Table No. XXV indicates which aspects of their Ontario visit 
were disappointing to some U.S. visitors. Complaints regarding 
highways and roads were made by 6.4 per cent of respondents, about 
accommodation, restaurants and entertainment, by 4.0%, and 69.1 per 
cent stated they had no disappointments during their Ontario visit. 
Approximately 2 per cent complained about provincial and private 
campsites, and 1.9% complained about fishing and hunting guides. Most 
complaints concerned lack of fecilities, accommodation rates, and 


poor service. 
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Intention to Recommend Ontario as a Place 
to Vacation to Friends - and 
Intention to Revisit Ontario 

Respondents interviewed were asked if they would be inclined to 
recommend an Ontario trip or vacation to their neighbours and friends. 
Of those responding, 89.8 per cent stated they would be so inclined, 
and only 0.2 per cent stated they would not. The balance of 
approximately 10 per cent did not know, or did not reply. (See Table 


No. XXVI) 


A subsequent question: "How likely would you be to revisit 


Ontario?" was asked, and responses were as follows: 


Very likely 61.1% 
Quite likely DIT 
Not too likely 8.6% 
Not likely 0.6% 
Did not answer 2.0% 


(See Table No. XXVII) 


Table No. XXVIII and Graph No. 4 were prepared to show the 
correlation between those who intended to recommend Ontario and those 


who intended to revisit. Both show a high correlation. 


It is quite clear then that by succeeding in inducing foreign 
visitors (in this case U.S. visitors) to return to Ontario, we have 
also obtained promoters for the province. The importance of this 
type of promoter was revealed in Table No. XI, where it was shown 
that 26.9 per cent of U.S. visitors first became interested in 
visiting Ontario upon recommendation of a friend or relative in 
the Us If recommendations of Ontario friends or relatives are 
added to this, we arrive at a total of 45.6 per cent of respondents 


who were motivated by friends, to visit Ontario. 


As noticed earlier, attitudes of first-time visitors and of 
repeat-visitors are significantly different, and for this reason we 
made a separate tabulation of replies of first-time visitors and 
repeat-visitors to the question: "Would you be inclined to recommend 


Ontario for a trip or vacation to your neighbours and friends?". 


rato 


. 


f ; Ve fe o ) | . h is LEED 46 oT x ; i ; (\ i 
* “RO.8 re hak frewetss on bu, ORG L 
5 Tab, Me Tae -) : 
cay ant eve: 2) ie eu Ts hs TO. ‘colt older 608) a 
7 ‘ i | | | yy : 
pre wos Out petcapi one 7 ol Hegsieg fae nb “lt gfiat ae i, 
eeerit bre ‘odatnan0 hrwtmasen ad bohaedtat Sie © gertt naewted nobbaratien a5 
| hb tredereros| stats si iede Hees 4 adetvedt/ot basabsnt ort 
; i y Pi ‘ a i i! 
aimrie ganaiet ot wilbeeooua yo sedd Reny helo Jedtip et rea 
ev aw “goku at atte of (anotieiv. .2.U ease pra Sia 
i j / ae > > 
peat to, “sonestomt edt gb ORG: es apt e eee a. ben: $d cate ight 


ravorte: al of avery ok ait ef dai ze: Bat emer ZEW bareaire, te SQNe 


wh. bade titi elsged thet, 2 sOtbA ET Sih: to Jjaeo “Yeq.4!_ 22 rans 


m3 ovis fn, “0' borate’, Bro soli eDrIStenA oot cy a GPssanQ ‘ants. Leiv 
ens nevigelet na vbw trl. o. ato to. ergs stale rea eM ree 


esnelitodass ‘To dries, 184, 3 zh to istod 2 2 ee gw! ye kts "ot bebbe 


obteand ibe Be asi pebne lat xi hetavitom ors On 


°h% Sa exodie ty ecid— Sere: To piri bie MALTS Peo Ltont ah 


gw noge8 1 eft tei Sak ‘dnstetetp “haa obt agg ere sroltervadeaget 


iis atotieiv eniti-osehi To seltget 6 Abid uns: aseragee & obei 
| | 
oP bhetmope: of betiifoai sd say) bisol” ao tieeug aide a snowgely-ninger 
t y ' f 
f | | 
oF ."Yeboett? bas subodiegted tWwey ot no iteey ‘oligtets 8 ad o byetn® 
7 i a] a 4 g ) 


jauassesessascase issescearcsssescsee! $sstatadadaseteceztctet stetetoses asst cteds essccat. + 
+ { a sescevesssssseas eoceeasaoestatasazt PoPaeseaserazeseiir 
me Ht t HH 
se 
{ 
tH i 
++ 
+ att E ft 
{ Te BB Doosan 
SS SSSESERSE 
t HH HH HH 
1 it t +H t +4 - 
! H 
2 ae icoccem Tet r 
XO t augue + pet 
et Ht sEaee H 
+ ee t 
; iugueeeuae! 
at 4 1} } 
{ ++ 
: ttt 
| Tt 
t 
a3 
EZ : aesceeed eee (eceteaee +: 
| oa (aon ci 
{ i ie 
| iz 
t i f 
as im 1 { 
ry ! T et eee 
1 } a 
| tan jae8 cet +H i HH T HH ram 
‘ a } | | } pitt t a 
[: fy it rTy ty i 
: aH sbueceutseatatated 
Ct oem anne al t 
H f i + t a HH 
TT iE T H Ht hE 72 6B { 1 es He 4 T 
t retort CeCe | 
rT me 
, cee eee ee 
T ! ae t iss ~ on T +t T uae T Te | 
A z 1 tH 
t r] t 
a Eietoet [- at Ty ! 
IF Ep 1 i 
rT ot fish T ges e 
a if i De rt 
| a Pee HE Sreeeeees ti 
i | esedsocditecssdosstteastitccstseastsacisteast ocsseastieantee: (eeessteestittesatit 
a fet st f= ie ae [ ae if 
J i HH L r ert i i t "i a 2 
{ is 16 t 
t eeedeee : 
| " fae HH HEH : : Hi : 
i pes he maa 1 im EHH Ht rr T 
atelstafatal f tt t is cot 
ieee spececee Secooeeeeecesccceessvacece eceseeces seeesssececs 
° 
7 “ON  Havab HOS ; Bees dork testacaets State sescise 
| root a tt Poet t 
t t T i T AE T 
7 t a ae SSS at } ah T T TT 
thigd Tit ti) | Ll t Bap if 1 i] 1 t wig! 1 1 1 ah } \y Lith Hitt 1 Lid at HH 
- fate - , { HEE Ht eoueae is } 
+ L aor suussuuaa! { ae 
f L LH fetes COE t 
te ro HH a t | : HE ae is E 
a rt sauecagae 
+ E Ht HE 
1 t : : ae Ht Poet Ht i 


mE tte 


pa 


. 


ee ee oe 


Balu 


; 


theron t" 


i iS, 
= th 4 engadeges: 
ieee 

4 


bao aan dee 


; 


aly 
From the results, (shown in Table No. XXIX) we may deduce the 


following: 


Per cent of Respondents 


First-time Repeat-— 
Visitors Visitors 
Intention to Recommend 
Ontario visit to friends S25 SB rea, 
Intention to Not Recommend 
Ontario visit to friends On85 0.18 
No decision at present sss 35 5205 
No reply eee aT, 


We may therefore conclude that repeat-visitors had the 
highest incidence of intent to recommend Ontario visits to their 
friends, the lowest indidence of uncertainty about this intent, 


and also the lowest incidence of "no reply". 


Table No. XXX shows the intention to revisit of first-time 


visitors and of repeat-—visitors. The main facts revealed were as 
follows: 
Per cent of Respondents 
First-time Repeat— 
Visitors Visitors 
Very likely to revisit Sia Aree 
Quite likely 40.8 20.8 
Not too likely Zone 259 


There is a higher incidence of intent to revisit Ontario 


among repeat—visitors. 


Tables Nos. XXIX and XXX have been combined in Table No. 
XXXI to again prove there is a correlation between intent to re- 
visit Ontario and intent to recommend an Ontario trip or vacation 
to friends. This table also shows that frequency of intent to 


revisit and intent to recommend is highest among repeat—visitors. 


We may conclude that on the one hand, our advertising and 
publicity efforts should be concentrated in attracting first-time 
visitors in order to secure an increase of tourists, and on the 
other hand, more attention should be directed to the well-being of 
rapeat—-visitors as they are permanent customers of the province, 


as well as promoters of Ontario as a vacation destination. 
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In Table No. XXXII, respondents who stated they planned to 


revisit Ontario gave as their main reasons, the following replies: 


Main Reasons Per cent of Respondents 


Enjoyed this visit or previous 
trips and plan to return 15.39% 


Desire to see more of Ontario at 
another time, or revisit a specific area ni ae 


Visiting friends or relatives (or were 


influenced to visit by them) 10.97 
Fishing and/or hunting 9.64 
Like Ontario (attractions, scenery, 

people, etc) and would like to return 8.20 
Own a cottage or farm in Ontario S72 


Naturally, where linkage with Ontario is strong, the intensity 
of desire to revisit is high. For example, of thirty respondents 
who stated they owned a cottage or farm in Ontario, twenty-eight 
said they would "very likely" return, and only two replied "quite 


likely". 
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Accommodation 


Table No. XXXIII shows the type of overnight accommodation 


used by respondents. In summary, these were as follows: 
Type of Accommodation Per cent of 
Used Respondents 
Hotels/motels 16.9% 
Cabins, own or rented 
cottage use) 
Camp and trailer sites 24.4 
Homes of friend or relative enue 
Other Daal 
Did not state 1, 
100.0% 


This table shows the heavy demand for motels, cottages and 
campsites. This tendency was confirmed by an occupancy survey 
of Ontario tourist establishments taken during the month of July, 
1966 and July, 1967, figures for which are attached, in Appendix 
tis 

Development of establishments should therefore be concen- 


trated on these three types of accommodation. 


Table No. XXXIV showed that the vast majority of respondents 
had no difficulty in securing accommodation in Ontario, only four 


per cent stating they had any trouble. 
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Length of Stay in Ontario 


Table No. XXXV gives the average length of stay in Ontario 
by origin of respondents. The average for all U. S. States 
was 4.9 days and the variation between States was quite small. 
The highest average length of stay (6.6 days) was made by visitors 
from Pennsylvania, and the lowest (whee de days) was made by those 
repondents originating in the States of Wisconsin and Indiana, 


and those states which are not in our primary tourist market. 


The average length of stay in Ontario by destination, is 
shown in Table No. XXXVI, and Graph No. 3. Variation in the 
average is slightly higher in this case. The longest average 
length of stay was observed in our traditional vacation and 


recreation areas in Central Ontario. 


The shortest average length of stay was observed in Niagara- 
Troquoia, Metropolitan, Rideau - Thousand Islands, and the Seaway 


Valley Vacation Areas. 
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Socio-Economic Aspects of U.S. Visitors 


The main socio-economic aspects of respondents are included 


in Tables Nos. XXXVII to XL. In Summary, these are as follows: 


- Average age of head of party - 41.3 years 


- Average income per year of 
head of party $10,210. 


- Average age of car owned by 
head of party 2.2 years 


1965 or later model car was 
owned by head of party respondent 68.53% 
All of the above is in accordance with data we have obtained 
in a number of studies which have revealed a socio-economic profile 


of our U.S. visitors. 


Data included in Table No. XL shows the occupation of 
respondents and also follows the same pattern of occupation as was 
indicated in a number of U.S. visitor studies carried out by this 


Department. 


Table No. XLI shows the origin of U.S. visitors compared 
with origin of visitors obtained by the Dominion Bureau of Statistics. 
In 1967, the ten U.S. States comprising our primary tourist market 
generated 83.27 per cent of respondents (Gas Station Survey) and 
according to D.B.S., in 1965, 90.28 per cent of U.S. passenger cars 
visiting Ontario on customs permits for two or more nights stay, 


originated in these same ten States. 


We may conclude that the socio-economic profile of U.S. visitors 
as revealed by the "Accidental Quota Sample™ method used in this study, 
is the same as that obtained in a number of other studies. For this 
reason, we believe the facts and indications on various aspects of U.S. 


tourist behaviour as included in this report may be regarded as valid. 
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Analysis of U.S. visitors 


- by Occupation 


Table No. XL shows that 28.48 per cent of all respondents 
were in professional occupations. The previous Gas Station 
Survey, carried out in 1966, showed that 28.9 per cent of U.S. 
respondents were in this group which generates a large number of 
visitors to Ontario. As a matter of fact, it has the highest 


incidence of visitors to the province. 


For this reason, we decided to do a detailed analysis of 
respondents in professional occupations, and obtained the 


following information: 


Occupation 


Head of Party ; Non- 
Professional Professional 
Average annual income $11,925. $10,210. - 
Average age 40.1 years 41.3 years 
Average length of stay 5.6 days 4.9 days 


These data are included in Tables Nos. XLII, XLIII and XLIV. 


In Table No. XLV, there is a comparison of intention to 
recommend Ontario as a place to visit to others, by professional and 
non-professional groups, as follows: 

Intention to Recommend 
Ontario Vacation to others 
Professional 91.7% 
Non-professional 88.9% 
The incidence of "dontt know or "did not state" was higher in non- 


professionals than in professionals. 


besa 
4. re 


a" “« ies ve if a4 | 
Yo ateplens panes ae eo seen, woes cat il y 


AS 


OSS ORE yt gta os emo dank: Lawes 235 tek 


oe spi re 


ated @ugl " ‘yen eyed. at ‘Essa To tiene! “eQesave 


VOIX Soe TELM Barns 20 ealdet RE bebufort exe sish gear! 


od. notiietmk ts noainegmes' a ek egeds Vat .of elie, at 
. | | 


bees Leno feestong yd geterie ot tte tras epalg © as ofreinO fasrtneset 


Sai a te as ~equots  Létotsesiodq=nonm 


ee feng fade to th, 
Re. 23, Ladolebe totg-qe- 
tors ‘ent ‘tering tf aAw tptede tot Hib" iy “wore giack". to eshabion.. sry 


vatenobieeigsh wi cedt alanotesstoig 


23 
Table No. XLVI shows intention to revisit Ontario, and in 
this case professionals had a higher incidence of intention to 


revisit than had non-professionals: 


Intention to Revisit 


Ontario 
Professionals 90.46% 
Non-Professionals 87.95% 


Table No. XLVII shows the type of accommodation used by 
professionals and non-professionals. As expected, because of 
their generally higher income, hotel and motor hotels were used 
more extensively by the professional group, compared with a 
higher usage of tourist cabins, campsites and rental of cottage 


or ownership of cottage by non-professionals. 


It is interesting that 10.4 per cent of professionals used 
homes or cottages of friends or relatives as their accommodation 


compared with 5.4 per cent of non-professionals. 


Table No. XLVIII shows the origin of professional visitors 
and by comparing this with Table XLI, which shows origin of all 
respondents, there is no significant variation to be observed 
except in visitors originating in those states other than those 
included in our ten primary marketing area states, which generated 
21.5 per cent of professional respondent-visitors, and only 16.7 
per cent of all respondents. If out of all respondents, pro- 


fessionals were excluded, the percentage would have been lower. 


In summary, we could say that professionals, on the average, 
have a higher income, visit Ontario more frequently, stay longer, 
and are slightly younger than other occupation groups. They are 
more inclined to recommend an Ontario visit to their friends, are 
more inclined to revisit the province, use the more expensive kind 
of accommodation during their stay, and originate in slightly more 


distant parts of the United States. 
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TABLES I to XLVIII 


Hh if mi mae 7 
Lee 


joe 
ce Se any : : 
i Ai | 
e . ¥ 


My 
‘ 


7 
Z| 
ff 
7 
- 
: j 


TABLE I 


FIRST VISIT TO ONTARIO 


Number Per cent 
Yes 282 53°. 3% 
No DDS 65.96 
Did not state 6 Ore dile 


Total SL.6 100.00% 
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TABLE IL 


FIRST VISIT TO ONTARIO -— BY AGE GROUP 


DID NOT 
AGE — HEAD-OF-PARTY. NGS: NO STATE TOTALS 
Under 20 Number 9 9 - 18 
Percent 50.00 50.00 - 100).00 % 
21 - 30 Number 60 69 - 129 
Percent 6.51 53.49 - 100.00 7% 
31 - 40 Number Se) LS) a 25 
Percent. 38.78 60.82 .40 100.00 % 
41 — 50 Number Bi 163 2 eee 
Percent 25.68 ey Se) -90 100200 7 
eae Number oH 93 2 Le 
Percent 28.03 (ORS de 100.00 % 
61 - 70 Number 12 55 Ii 68 
Percent 17.65 80.88 la 100.00 % 
Did Not State Number 12 20 - 32 
Percent 3 (DO 62.50 - 100.00 % 
OHINIE Number 282 558 6 81.6 
Percent ees: 65.96 oak TOOsO0 
Average Age for Respondent 38 43 - 41.3 
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TABLE III 


FIRST VISIT TO ONTARIO BY PROFESSION 


DID NOT 
PROFESSION YES NO STATE TOTALS 
Professional Number 75 165 1 241 
Percent ee 68.46 42 100.00 % 
Owner or Manager Number 35 62 - 97 
Percent 36.08 63.92 - 100:00° 4% 
Sales Number 28 L8 - 76 
Percent 36.8 63.16 = 100.00 % 
Skilled Labour Number Th 139 Z peas 
Percent 34.42 64.65 93 100.00 % 
Unskilled Labour Number 6 7 ~ aS 
Percent 46.15 53.85 ~ 100.00 % 
Farmer Number 14 15 o 29 
Percent 48.28 51.72 - 100.00 % 
Retired Number 11 53 2 66 
Percent 6267 80 . 30 Shales 100.00 % 
Housekeeper Number 9 9 - 18 
Percent 50.00 50.00 - 100.00 % 
Student Number 9 16 - 25 
Percent 36.00 64.00 “s 100.00 % 
Other Number 9 19 > 28 
Percent 32.14 67.86 aes 100.00 % 
Did Not State Number 1 WS, 25 uf Bis) 
Percent 31.58 65.79 2.63 100.00 & 
TOTALS Number 282 558 6 81,6 
Percent CES 65.96 ee 100.00 % 
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TABLE IV 


FIRST VISIT TO ONTARIO BY ORIGIN 


DID NOT 
STATE YES NO STATE TOTALS 
Michigan Number 33 180 ~ ARS 
Percent 15.49 84.51 - 100.00 % 
New York Number 25 ey ag 137 
Percent 18325 81.02 a3 100.00 % 
Ohio Number 32 67 3 102 
Percent 31.37 65.69 2.94 100.00 % 
Pennsylvania Number als) 42 > oi] 
Percent 26.32 73.68 - 100.00 % 
Tllinois Number 2] 26 - 53 
Percent 50.94 49.06 - 100.00 % 
Minnesota Number 2 18 nt 1,0 
Percent 52.50 45.00 2,50 100.00 % 
New Jersey Number 8 1, - 22 
Percent 36.36 63.64 - 100.00 % 
Wisconsin Number 10 ily - B54 
Percent 37 O04 62.96 - 100,00" % 
Massachusetts Number 5 9 - 14 
Percent Somes 64.29 - 100.00 % 
Indiana Number Ho ps: - 28 
Percent 53.57 46.43 - 100.00 % 
Other States Number 91 61 7 153 
Percent 59.48 39.87 205 100.00 % 
TOTALS Number 282 558 6 S846 
Percent Boao 65.96 ae 100.00 % 
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TABLE V 


FIRST VISIT TO ONTARIO BY DESTINATION 


ca Ee SL 


DID NOT 
VACATION AREA YES NO STATE TOTALS 
Kent-Essex Number 8 38 - 4,6 
Percent Hy psi) 82.61 ~ 100.00 % 
Lambton-Sarnia Number a 7 = wy) 
Percent eee T7eV8 = 100.00 % 
Central Erie Number 6 - 7 
Percent 33.33 66.67 - 100.00 % 
Mid-Western Number 7 29 - 36 
Percent 19.44 80.56 - 100.00 % 
Niagara-Iroquois Number 52 63 ~ M5 
Percent L522 54.78 - 10070047. 
Metropolitan Number L5 83 = 128 
Percent 35.16 64.84 AS 100.0087 
Huronia-Lake Simcoe Number 6 13 - L9 
Percent 12.24 B75 76 - 100.00 % 
Kawartha Lakes Number 5 2h 4 a 
Percent 15.45 Gane 22 100.00 % 
Great Pine Ridge Number ae - - a 
Percent 100.00 - - 100.00 % 
Bay of Quinte Number 16 16 - oe 
Percent 50.00 50.00 ~ 100.00 % 
Hastings—Land O'Lakes Number 19 2/ - L6 
Percent 41.30 56.0) = 100.00 % 
Rideau Lakes ~ 1000 Is. Number 3 a - 10 
Percent m0 ,00 70.00 =- 100.00 % 
Seaway Valley Number 10 24 - Shy 
Percent 29.41 70459 - 100.00 % 
Lower Ottawa Valley Number 16 LL - 60 
Percent Pl Swi of! (eee. ~ 100.0073 
Upper Ottawa Valley Number ab ~ - ag 
Percent 100.00 = = 100.00 % 
Madawaska Valley Number a = aL 2 
Percent 50.00 - 50.00 100.00 % 
Haliburton Highlands Number = 3 - 3 
Percent - 100.00 - 100.00 % 
Muskoka Number 2 26 - 28 
Percent jen 92.86 - 100.00 % 
Grey-Bruce Number 2 = 11 
Percent 18.18 81.82 - 100.00 % 
Parry-Georgian Bay Number 2 5 = 4 
Percent 25557 Ti-43 ~ 100.00 % 
Algonquin Park Number 4 - oi 
Percent 42.86 57 lk - 100.00 % 
Pee cnsceets / cont'd on 
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TABLE V_(Continued) 


FIRST VISIT TO ONTARIO BY DESTINATION 


DID NOT 
VACATION AREA YES NO STATE TOTALS 
Nipissing Number 4 4 ~ 8 
Percent 50.00 50.00 - 100.00 % 
Sudbury Number 20 9 - 29 
Percent 68.97 31.03 - 100.00 % 
Manitoulin Number - - - - 
Percent - = ae ed 
Algoma Number nae 3.1 - 48g 
Percent BO eiie 64.58 ~ 100.00 % 
Golden Route — 101 Number ~ - = = 
Percent - - a Be, 
Timiskaming Number - ~ - - 
Percent ~- ~ = = 
James Bay Frontier Number ~ ~ - - 
Percent - - = = 
Upper Lake Superior Number 37 D2 1 93 
Percent 39.78 5S. 205 100.00 % 
Rainy River Number - ~ ~ - 
Percent - - = re 
Lake of the Woods Number - Al, - iL 
Percent - 100.00 - 100.00 % 
Patricia Number - ~ - - 
Percent - - = a 
TOTAL Number 282 558 6 846 


Percent 33.33 65.96 at. 100.00 % 
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TABLE VI 


NUMBER OF VISITS TO ONTARIO FOR TOURISTS 
WHO VISITED ONTARIO MORE THAN ONCE 


VISITS NUMBER PERCENT 
2- 3 220 39 .00 
4-5 135 23.94 
6-7 36 6.38 
8-9 20 355 
Over 10 104 18.44 
Other 49 8.69 
TOTAL 564 100.00 % 


Average Number of Visits to Ontario for 
Tourists who visited Ontario more than 
once - 5.7 
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TABLE VII 


AVLRAG® NUMBER OF VISITS TO ONTARIO 
FOR TOURISTS WHO VISIT“#D ONTARIO MOR& THAN ONC 
- BY ORIGIN 


AV&RAG& NUMBER OF 


ORIGIN VISITS TO ONTARIO 
Michigan 6.4 
New York Sal 
Ohio oh 
Pennsylvania Bok 
Tllinois | Pas 
Minnesota AG 
New Jersey ea) 
Wisconsin 3.3 
Massachusetts one 
Indiana Dials 
Other States hein 


AVERAGE NUMBER OF VISITS 
FROM ALL STATLS ei 
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TABLE VIII 


AVERAGE NUMBER OF VISITS TO ONTARIO 
FOR TOURISTS WHO VISITED ONTARIO MORE THAN ONCE 
- BY DESTINATION 


VACATION AREA AVERAGE NUMBER 
OF VISITS 
Kent-Essex pee 
Lambton-Sarnia 4.3 
Central Erie 4.6 
Mid-Western 6.7 
Niagara-Iroquois 6.2 
Metropolitan 6.0 
Huronia-Lake Simcoe ae 
Kawartha Lakes Ded 


Great Pine Ridge ~ 


Bay of Quinte 5.6 
Hastings-Land O'Lakes 4k 
Rideau Lakes - 1000 Islands 323 
Seaway Valley 6.0 
Lower Ottawa Valley Diee) 


Upper Ottawa Valley - 


Madawaska Valley S25 
Haliburton Highlands BIS) 
Muskoka 74 
Grey—Bruce ae 
Parry-Georgian Bay 3.0 
Algonquin Park 4.0 
Nipissing 205 
Sudbury 53 
Manitoulin - 

Algoma 53 


Golden Route —- 101 - 
Timiskaming - 


James Bay Frontier - 


Upper Lake Superior eek 
Rainy River = 
Lake of the Woods ae 
Patricia a 
AVERAGE FOR ALL VACATION Dat 


AREAS 
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TABLE IX 


HAS ONTARIO AND ITS ATTRACTIONS 


LIVED UP TO YOUR EXPECTATIONS? 


(This question was directed only to the 282 
respondents who stated they were in Ontario 
for the first time. 


Number Per cent 
Yes 204 72.34% 
No 8 2.8h 
Dontt know 48 AN AO 2 
Did not reply vi Zio 
Other NEES) oe 


Total 282 100.00% 
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TABLE X 


IN WHAT WAY DID ONTARIO VISIT NOT LIVE UP TO 
RESPONDENTS! EXPECTATIONS? 


REASON GIVEN NO. OF RESPONDENTS IN PERCENT 
Don't Know - 
Just arrived a3 52.38 


Had not formed any 
definite expectations 6 9.52 


No opinion as yet - 

visited for a few hours 

only - or just passing 

through 6 Gep2 


Expected more rugged and 
colourful scenery, colder 
climate 4 6530 


Fishing not up to 


expectations 2 Bele 
Other 4 6.35 
Did Not State 8 12.70 
TOTAL NUMBER OF RESPONDENTS 63 100 .00 % 


NOTE: This quéstion was directed only to those respondents 
whose reply to question 1(c) was: No 
Don't Know 
Did Not Answer 
see Table No. & 
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TABLE XI 


HOW RESPONDENT FIRST BECAME INTERESTED IN ONTARIO 


NUMBER PERCENT 
Recommended by Friends 
in U.S. 228 26.95) 

) 45.62% 
Friends in Ontario 158 18.67) 
Travel Agent 6 Arpt 
Canadian Travel Bureau 13 Rigas yA 
Travelogues or Documentary 12 dee 
Movies 
Do Not Recall 45 ba 32 
En route to or from Expo 17k 20257 
Magazine Advertising 33 ae 
Newspaper Advertising 10h 1.65) 
Nee 267 

Magazine-Newspaper ) 
Article 6 71) 
Teac fi 83 
Radio 1 og WE 
Other 149 7201: 
TOTALS 81,6 100.00 & 
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TABLE XIV 


HOW FIRST TIME VISITORS AND REPEAT VISITORS 


BECAME INTERESTED IN ONTARIO 


FIRST TIME REPEAT 

VISITORS VISITORS 
Friends in U.S. Paes 29.03 % 
Friendsin Ontario SWE: sre ©) 
Travel Agent ay he 136 
Canadian Government 
Travel Bureau Ls 7 Ig 
Travelogues and 
Documentary Movies ede uy Oss 
Do not recall 355 6.27 
En Route to or from Expo ee al FO 
Advertising in magazines B55 Hake 
Advertising in newspapers Ibe a iaion 
Magazine or newspaper 
articles 1.06 oe 
ea ee (ae 290 
Radio - alld. 
Other ee 21.68 
TOTALS 100.00 % 100.00 % 
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TABLE XV. 


IN THE PAST SIX MONTHS OR SO 
HAVE YOU NOTICED ANY ONTARIO TRAVEL ADVERTISING 


IN MAGAZINES ? 


NUMBER PERCENT 
Yes LLY 53.08 
No 246 29.08 
Don't Recall 120 14.18 
Did Not Answer 31 3.66 


TOTALS 8L,6 100.00 % 
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TABLE XVI 


MAGAZINES OR NEWSPAPERS IN WHICH ONTARIO ADVERTISING NOTICED 


(This question was directed only to those respondents who 
stated that they have noticedOntario advertising) 


MAGAZINE NUMBER PERCENT 
New Yorker 32 6.78) 
Life 124 26.21) 
Outdoor Life 54 LL-H) 62.09 % 
Time 50 10.59) 
National Geographic 3h ee) 
Newspapers 52 11.02 
Readers Digest 18 Bn82 
Look 16 3.41 
Holiday Ze 2209 
Field & Stream 1 2.55 - 2.55 % 
cCalls 8 1.69 
Home Journal 16 1.48 
Post 5) 1.07 
Expo 5 1.07 
Better Homes & Gardens 3 64 
Sunset 3} 64 
True Z «42 
Male 2 42 
evs 2 42 
Redbook 2 42 
Fortune 2 42 
A.A.A 2 42 
Teacher's Magazine 2 42 
Saturday Review 2 42 
Requested Brochures 2 42 
Canadian Representative 1 APM 
Chatelaine 1 ap aib 
National Observer 1 21 
McLeans 1 pall 
Cosmopolitan 1 pail 
Sports Illustrated AL eek 
Newsweek 1 wel 
Playboy ul gat 
Popular Mechanics ab Beas 
Argosy 1 at 
Centennial 1 oe 
Family Herald 1 eu 
Signs a apal 
Aviation Magazine 1 “Pat 
Sports Field al Seales Pass 
More of Man 1 Avail 
santiego 1 fa 
Sports Afield 1 Bal 
Good Housekeeping 1 Seal 
TOTALS 472 a 100.00 2 65.05 % 2) 


NOTE:(1)449 Respondents stated they noticed 472 ads in U.S. 
magazines and newspapers, showing some overlapping; 
23 respondents reported noticing 2 separate ads. 
(2)Ontario Department of Tourism and Information advertises 
in the magazines which are underlined. These represent 
65.05% of advertising noticed. 
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TABLE XVII 


MAGAZINES SUBSCRIBED TO BY RESPONDENTS 


NUMBER OF 
NUMBER OF MAGAZINES 

MAGAZINES RESPONDENTS PERCENT SUBSCRIBED TO PERCENT 
No Subscription 225 26.60 % = - 
One Magazine Only 

-National Geographic 20 

-Life 26 

-Time 20 

-New Yorker 6 

-Reader's Digest op 

-Look as 

-Saturday Review sl: 

-Saturday Evening Post 10 

-Sports Illustrated 20 

167 19.74% 167 11.42 % 

Two Magazines 

-National Geographic/Reader"s Digest 19 

-National Geographic/Time 5 

-National Geographic/New Yorker L, 

-National Geographic/Life 3 

-National Geographic/one other 12 

~Life/Reader's Digest 20 

~Life/Time 16 

-Life/one other 37 

~Time/Reader's Digest 5 

-Time/one other 18 

-New Yorker/Time 7 

-New Yorker/Life L, 

-New Yorker/Reader's Digest 2 

-New Yorker/one other 2 

~-Reader's Digest/one other 30 

—Saturday Evening Post/one other 285 

-Sports Illustrated/one other 3 

220 26.00 4 11,0 30.10 % 

Three Magazines 134 15.84 % 1,02 27.50 4 
Four Magazines 68 8.04 % 272 18.60 
Five Magazines 16 1.89 % 80 5.46 % 
Six Magazines 12 1.42 % 72 4.93 % 
Seven Magazines 3 35 % 21 1.44 % 
Eight Magazines ah s12e% 8 55% 


GRAND TOTALS 81,6 100.00 % 1,462 100.00 % 
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TABLE XVIII 


RESPONDENTS? AWARENESS OF 


ONTARIO GOVERNMENT RECEPTION CENTRES 


Number Per cent 
Yes 629 (ES) 
No 164 19.39 
Did not know 47 Sieee 
Did not reply 6 0.70 


Nowell: 8L.6 100 .00% 
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RESPONDENTS* AWARENESS OF 
ONTARIO GOVERNMENT RECEPTION CENTRES 


- BY STATE OF ORIGIN 


DO NOT DID NOT 
STATE YES NO KNOW ANSWER TOTALS 
Michigan Number 73 26 a uk 215 
Percent Slee I ee 6710 apg 100). 00.% 
New York Number 100 30 ff - Py) 
Percent 72.99 21.90 ork - 100.00 % 
Ohio Number 76 16 9 a 102 
Percent ago 15.69 8.82 98 100.00 % 
Pennsylvania lumber 43 alt i 2 57 
Percent 75 Lh 19.30 5 3.51 100001. 
Illinois Number ral 9 2 a 53 
Percent FLT n cls 16.98 See) 1.89 100.00 % 
Minnesota Number 30 6 4 - L0 
Percent 753,00 15.00 10.00 - 100.00 % 
New Jersey Number , 8 - = 22) 
Percent 63.64 36.36 = - 100.00 2 
Wisconsin Number 19 6 2 = 27 
Percent Oot PELOSLs (ae - 100.00 % 
Massachusetts Number nibs h 3 - - avn 
Percent HE) 21 - - 100.00 % 
Indiana Number 20 oh Tr ee 28 
Percent HBA NG: 25400 Sey) - 100.00 % 
Other States Number 102 42 8 a 153 
Percent 66.67 Biel Seo 65 100.00 % 
TOTALS Number 629 164 47 6 SL.6 
Percent Th. 35 19.39 5556 aA) 100.00 % 
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TABLE XX 


RESPONDENTS? USE OF ONTARIO GOVERNMENT 


RECEPTION CENTRES — BY STATE OF ORIGIN 


DO NOT DID NOT 
STATE YES NO RECALL ANSWER TOTALS 
Michigan Number 118 59 2 34 213 
Percent 55.L0 Pp PL L® 94 15.96 100.00 % 
New York Number 62 50 5 20 137 
Percent B5 25 36.50 .65 14.60 100.0052 
Ohio Number 56 2 3 20 102 
Percent 54.90 2S 9h 19.61 100.00 @ 
Pennsylvania Number 28 19 dk %) 57 
Percent 49.12 Sorel, Oa fs! BES ay 160,00. % 
Illinois Number 26 ean ak 5 53 
Percent 49.06 39.62 89 Sy ne: 100.00 % 
Minnesota Number Pat 10 - 9 L0 
Percent pyre 8) 25.00 = 22.50 100.00 % 
New Jersey Number 7 14 - 1h 22 
Percent 31.81 63.64 - [Pao ) 100.00" % 
Wisconsin Number 13 8 - 6 27 
Percent 48.15 29 .63 ~ Pomee 100.00 % 
Massachusetts Number 8 5 ~ A 14 
Percent 57 Le Se peu - Che Sss 100.00 % 
Indiana Number 19 3 - 6 28 
Percent 67.86 10871 - 21.43 100.00 % 
Other States Number 67 5h it 31 DSSS 
Percent A379 35.30 ~65 20.26 100.00 % 
TOTALS Number 425 266 13 12 846 
Percent 50.24 31. 4b nieegsy F 16.78 100.00 % 
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TABLE XXI 


RESPONDENTSt USE OF ONTARIO GOVERNMENT RECEPTION CENTRES 


VACATION AREA 
Kent-Essex 
Lambton-Sarnia 
Central Erie 
Mid-Western 
Niagara-—Iroquois 
Metropolitan 
Huronia-Lake Simcoe 
Kawartha Lakes 

Great Pine Ridge 

Bay of Quinte 
Bastings—Land O'Lakes 
Rideau Lakes-—1000 Is. 
Seaway Valley 

Lower Ottawa Valley 
Upper Ottawa Valley 
Madawaska Valley 
Haliburton Highlands 
Muskoka 

Grey-Bruce 


Parry-Georgian Bay 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Number 
Percent 


Ah dd, 


5 
55500 


ns; 
50.00 


De 
ben 


63 
49.22 


2k 
48.98 


12 
36.36 


Bi 
100 .00 
13 
40.62 


28 
60.87 


y) 
50.00 
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LOG: 
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- BY AREA OF DESTINATION IN ONTARIO 


DO NOT 
RECALL 


ale 


HOE CO 


B9%29 


eoeeree 


DID NOT 
ANSWER 


./cont'd on 
next page 


TOTALS 


46 
100.00 % 

9 
100.00 % 


9 
100.00 % 


36 
100.00 % 


1} 
100.00 % 


128 
100.00 % 


49 
100.00 % 


22 
100.00 % 
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100.00 % 


g2 
100.00 % 


46 
100.00 % 


10 
100.00 % 


3h 
100.00 % 


60 
100.00 % 
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100.00 % 
100.00 % 
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TABLE XXI (Continued 


Respondents't Use of Ontario Government Reception 


Centres - By Area of Destination in Ontario 


DO NOT DID NOT 


VACATION AREA YES NO RECALL ANSWER TOTALS 
Algonquin Park Number 2 Z - S 7 
Percent 2oaD/ DY | = 42.86 100.00 % 
Nipissing Number 4 ue ~ 3 8 
Percent 50.00 12.50 ~ CW Aree: 100.00 % 
Sudbury Number 14 8 - 7 25S) 
Percent 48,28 27.58 - ie TOO 0017 
Manitoulin Number - es — a a 
Percent - - ~ - - 
Algoma Number 3h 12 - ZB 48 
Percent 70.83 25.00) - ely 100.00 % 
Golden Route - 101 Number - ~ ~ - - 
Percent - - - - - 
Timiskaming Number - - = = a 
Percent - - < my - 
James Bay Frontier Number - - - = = 
Percent - ~- = i es 
Upper Lake Superior Number 48 23 ip 21 93 
Percent Salon Chale 1508 PER a 100.00 % 
Rainy River Number - ~ - - = 
Percent - - - ms a 
Lake of the Woods Number ae - - za af 
Percent 100.00 - - - 100.00 % 
Patricia Number = = = - - 
Percent - - - a = 
TOTALS Number 425 266 13 142 8.6 


Percent ee 31.44 2h 16.78 100.00 % 
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TABLE XXII 


RESPONDENTSt INTENTION TO USE ONTARIO GOVERNMENT 
RECEPTION CENTRES WHILE ON THIS TRIP 


- BY STATE OF ORIGIN 


NOT DID NOT 
STATE YES NO SURE ANSWER TOPALS 
Michigan Number efit o£ oe 2S) Z13 
Percent 33233 L2 TZ ilO)e sis 13462 100.00 % 
New York Number 5 5) 22 Lf, 13h 
Percent 32.85 38.69 16.05 12S 100.00 % 
Ohio Number 3h 29 22 de 162 
Percent 33.33 28.43 aly 16.67 100.00 % 
Pennsylvania Number 19 18 2 8 oi 
Percent Sie wee Bess PAV OS 14.04 100; 00 = 
Tllinois Number 2h 15 10 4 5S} 
Percent Leics 28.30 18.87 Pop TOOE OOE 
Minnesota Number 19 6 ibe 4 1,0 
Percent 47.50 15200 PESO 10.00 100.00 % 
New Jersey Number fi ale, 2 a 22 
Percent 31.82 Slee 9.08 4.55 100.00 % 
Wisconsin Number aa 10 6 - ea 
Percent 40.74 37.04 EOP) - 100.00 % 
Massachusetts Number 5 ff BE an 14 
Percent Bio (2 50.00 lly Teale 100.00 % 
Indiana Number 15 4 2 yy 28 
Percent Borer, 14.29 edt 25;.00 100.00 2 
Other States Number 63 31 2h 35 153 
Percent [sieve 20.26 15.68 22.88 100,00 3 
TOTALS Number 313 276 13h 123 81,6 
Percent B10 32.62 15.84 14.54 100.00 % 
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TABLE XXIII 


RESPONDENTS* INTENTION TO USE ONTARIO GOVERNMENT 
RECEPTION CENTRES WHILE ON THIS TRIP - 
BY DESTINATION IN ONTARIO 


NOT DID NOT 
VACATION AREA YES NO SURE ANSWER TOTALS 
Kent—Essex Number 13 28 2 1,6 
Percent 28.26 60.87 6.52 4.35 100.00 % 
Lambton—Sarnia Number ul 1 3 9 
Percent Na Lh dd oe Ge 35 5 ou 100.00 % 
Central Erie Number 4 2 2 al 9 
Percent LA 45 22622 PPL PPE Gi lg 100.00 
Mid-Western Number 6 22 2 6 36 
Percent 16.67 alot 5.56 16.66 100.00 % 
Niagara-Iroquois Number 52 46 3 avr Ia: 
Percent 45.22 40.00 6 ey, 100.00 % 
Metropolitan Number 60 Lb 10 14 128 
Percent 46.88 34.38 (280 11.94 100.00 % 
Huronia—Lake Simcoe Number 2h 15 9 a L9 
Percent 48.98 30.61 18.37 2.04 100.00 % 
Kawartha Lakes Number 3 he 8 8 33 
Percent 9.09 42.43 2h.2h 2h. 2h 100.00 & 
Great Pine Ridge Number al = ~ - Ae 
Percent 100.00 - - - 100.00 % 
Bay of Quinte Number 18 4 32 
Percent 56.25 15.62 12.50 15.63 100.00 % 
Hasting-Land O'Lakes Number 18 16 5 th 46 
Percent 39.13 34.78 10.87 1522 100.00 % 
Rideau Lakes-1000 Is. Number 6 2 al al 10 
Percent 60.00 20.00 10.00 10.00 100.00 % 
Seaway Valley Number 2 7 nt 24 3h 
Percent 5.88 20.59 2a (Oey: 100.00 % 
Lower Ottawa Valley Number 12 21 9 18 60 
Percent 20.00 35.00 15.00 30.00 100.00 % 
Upper Ottawa Valley Number 1 - - ~ Mg 
Percent 100.00 - - - 100.00 % 
Madawaska Valley Number - ik a - A 
Percent ~ 50.00 50.00 - 100.00 % 
Haliburton Highlands Number - As 1 a 3 
Percent - SiS SSIs) 83.53 Sen sl 100.00 % 
Muskoka Number ake) 10 7 1 28 
Percent SOIR IA 35.71 25500 3.56 100.00 % 
Grey-Bruce Number 5 23 2 RE anil 
Percent Noe tes Zl ael 18.19 9.09 100.00 % 
Parry-Georgian Bay Number 1 S| 3 = y 
Percent 1.28 42.86 42.86 - 100.00 % 
Seen tees /cont'd on 


next page 
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TABLE XXIII (Continued) 


Reception Centres while on this Trip - 


Respondents' Intention to Use Ontario Government 


By Destination in Ontario 


NOT DID NOT 
VACATION AREA YES NO SURE ANSWER TOTALS 
Algonquin Park Number 5 2 - - 
Percent VES 28.57 - - 100.00 % 
Nipissing Number 4 1 2 1 8 
Percent 50.00 12750 25.00 12750 100.008 
Sudbury Number 8 - 10 un Pay) 
Percent 27.59 ~ 34.48 SHIRE 100.00 % 
Manitoulin Number - - ~ = - 
Percent ~ - = = = 
Algoma Number us 10 25 - 48 
Percent 27.08 20.84 52.08 - 100.00 % 
Golden Route — 101 Number ~ - - - - 
Percent - - - ~ - 
Timiskaming Number ~ - - - = 
Percent ~ - ~- a a 
James Bay Frontier Number = - - = - 
Percent ~ - - = = 
Upper Lake Superior Number 45 ay Pap) 4 93 
Percent 48.39 20.43 26.88 Len 90) 100.00 % 
Rainy River Number - - - ~ ~ 
Percent - - = = = 
Lake of the Woods Number ib ~ ~ - Ly 
Percent 100.00 - - ~ 100.00 % 
Patricia Number - - - - - 
Percent - = = 2 = 
TOTALS Number cis} 276 134 123 81,6 
Percent 37 .00 32.62 15.84 14.54 100.00 % 


x eA 

1” 

ta ' 
Aa) 3h 


alla Un Oi 


‘ on vn | 


ull 
i iil mar 


é ee * ee tO yseaa » pacing fot’ etuet doktor 


e - Ug - 2 “cies  gpitmaate tek 


- aa ey, bee - - Sisorsl 


pecianctl qo tiaort aA semua 
| 


fi as 


oe 
he 


ee a ee: or Re “peeiiegtt vobrecnt! aitet se 
00, G5 GE) A) 8h, 36. Aes Ce Si) | Feeget 


- ve _ ets _ perdgtn" tat oni 


mi wo mul se ~ grastoy 


£ nt an » f. paces ebooW silt To "eae 
» OB KON ‘i “ a 00, G31 oon, ‘ 


n if = “ a gad afoini® 
oo ; ; ae - wis ~# Sago 


nT Ten ee npn eat 
al 


das cbr Pe ays, pe nectar arene 
P 00/005 AGadl ne SA SE HOVE TaN 49 


ee a 


peste a = em rm 


ema naan ian ti i antl A A LALA LLL AAD ALLL ALA EL a 


TABLE XXIV 
Question 6(a) 


SO FAR ON YOUR VISIT IN ONTARIO, WHAT DO YOU CONSIDER 
THE MOST INTERESTING THINGS THAT YOU HAVE SEEN OR DONE? 


NUMBER PERCENT 


Historic Sites, Museums and Attractions 301 28.91 
Niagara Falls and attractions 112 
Misc. attractions - mines, 
pulp mills, lumbercamps, 


Changing of guard at Ottawa 61 
Historic Sites and Museums 5h 
Toronto attractions (City 

Hall. CNE, etc.) 54 
Centennial Caravan, Decora- 

tions, etc. 9 
Theatre (Stratford and Summer 
Theatres) 6 
Hamilton and attractions (Rock 
Gardens, etc.) 5 


Scenery (includes cleanliness and 


seeing wildlife) Wg 17.00 
Highways, Roads (includes traffic 

flow, improvements, etc.) 85 8.16 
Hunting and/or Fishing Was 6.82 
Have just arrived (nothing as yet 70 6.72 


Camping and favourable comments on 
Provincial Parks and Picnic areas 69 6.63 


Boating (includes canoeing, cruises, 
interest in locks and canal systems) 27 2.59 


Swimming-beaches. including those at 


Provincial Parks 25 Pig 
En route (those passing through, and 

Expo visitors) 2h Qeok 
Farms (includes tobacco farms and market 

gardens) 22 2 iat 
Hospitality (friendliness of people 

in Ontario) 19 1.83 
Accommodations, Restaurants (cleanliness, 

service. entertainment) 16 1.54 
Sightseeing 1 1.44 
Do not know 12 a a 3 
Visit to friends or relatives 10 96 


Industrial Growth (includes development in 
N. Ont.,, apartment developments, power 


development ) 10 96 
None 9 86 
Everything 8 site 
Shopping (includes pottery and antiques) fe 67 
Other participating sports (golf. riding) 6 eis) 
Spectator Sports (Soccer, Lacrosse, Horse and 

Harness racing) 6 .58 


i 


; Sally oe 
, ws ; Vial i tr 
* a Le ara 
es ha 
aI ; a ans : i) Pe oe ee 
; ' if 
Py eer hi May 
v7 =~ we Auf [ Pia 
ee) al i 
; if ; ie F et ny 7 
t od » ‘ } Ae j 
: ie i" - ay ys : 
Dy iad “f 
i } ’ 
= i) Oh A 
4 t ) ’ 
ir 


ae. @ 

Vy. ra 

ya . 4 

a sa. . 
.. 
i) P| 

at Sc. re 


SS 
4 a 


ih in| 
cp 
ny, 


mn. ra " F ee 
obtieat 
a as ‘i YS Dot ; ity a . 
oa 5 Et a ye 
jatts ah so gdh 
‘a 
| tee al auhive) parking Seat, ‘oval 
fe, sirisamee et tart one? San: stoma 
SRete ‘omar bas ere fat ni test 
gant Lanksonss mori) fank). agideod 
(Cemedeye Epcten Ben eigol nt at Rs | 
ta Seornd srithiut> asi ges amend seth 
enisd fete bi rehveeet” 
bas  dgvotdd yrtastq 86s eos. ndifox ot 
(drole rr Cotes: 
dentin bis eortat osyedod ashufon ) erat 
; nati 
Sioa. LO wkonkipssey yin tas fqea" 
| Bie Tost 
seentitdeta) gimrustss? penoktshommyoat 
(direnit: mts on PA) cetes 
wptesedrg@iks 
wed, bots mal 
eevbdatorno aldeint of EEE 
ni treliqoteveb eebulonk) diwort) Ls trdeabal | 
tawey mhnorm@haved tremiusas. .-3dh0 «i 
Fremeofeveb 
grat 
sabiéereve 
(entiptine bos wietiog sehplont) qakt re 
(qakbix “Hog)!, atwoge yotieq bokieag madad: 
brie set edhe Otoat neoteed) esos ota Soeget 
| (natoer seers - ne 


Question 6(a) 


Government Reception Centres 
Hobbies (photographers , rock-hounds) 


Works here (or will be in future) 
and/or business 


Relaxation 

Owns Cottage 

Has lived here or attended school here 
Weather 

Honeymoon 


Did not state 


TOTALS 


*Exceeds actual number of respondents because more than 


one interest was expressed. 
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TABLE XXIV (Continued) 


58 
58 


-48 
729 
229 
29 
229 
5aly) 
2.02 


100.00 % 
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TABLE XXV 


Question 6(b) 


HAVE ANY ASPECTS OF THIS TRIP IN ONTARIO 
BEEN SOMEWHAT DISAPPOINTING TO YOU? 


NUMBER PERCENT 

Nothing (or not much) 593 69.11 
Highways, Roads (too slow signs, construction, 

401, emergency aid) 55 6.41 
Accommodations, Restaurants, Entertainment 

(lack of facilities, rates, poor 

service) 3h 3.96 
Just arrived (nothing as yet) 21 Eons 
Camping (includes Provincial Parks, trailer parks) 17 £795 
Fishing (and guides) 16 1.86 
Prices (in general) igh 165 
Weather (either too cold or not cold enough for 

winter sport) 13 Tbe 
Beaches and water pollution ane 1228 
Historic Sites and attractions disappointing 10 A be BF 
Gas Prices and/or service at garages 9 1205 
Liquor regulations and other laws and restrictions 8 iS) 
Scenery disappointing fé .82 
Lack of Hospitality (and racial discrimination) 5 658 
lack of Tourist Information 4 eG 
Rate of Exchange 2 BOS) 
Customs (officials) 2 223 
Lack of facilities at Information Centre a pie 
Refused to State 1 eae 
Did not State 35 4.08 
TOTALS 858% 100.00 % 


*Exceeds actual number of respondents because (in some cases) 


more than one aspect was disappointing. 


obe® 


16% Gaiewian Bibs th 0. tae ak 8) “tytn | 


ef ioe et rae it) (sro meando | 
Biss oe we nan et ; noteutioy notm ti eaten 
ad | Of gattakoqgncth ano pogand.te. ‘neg west otyprati 
eof. | (2 | a Bagerag te ap ivyse, a8\ba avait asi 
£9, | 8 etotto! lei: has ayes t ‘ wilde bas babel ton eoupal 
ce. y | uxtigtqutath erened? 
S2\, am (aottaminiroeth. fetoat baa) ) wittadgea 46, anal 
ya. a | . not ad teeta tt aloe 
eS. S | | egtiatoky to =P5ih 
es, $  fuatindoleo egies 
Sf. f ettned) nottheaato tat 2 seteitied? to aeml 
Sie L ang of Deauttak 
80.44 ae gtetl sone BEG 
eee PE SE CIE Ee I! ee ee 

R OO.00L MBAS GIATOT 


(aeseo amor mt) -sstrace gtimehangset. to soci, Lavine ebro 
aoifdntoggeakb aaw Yosges Sat eae stam 


TABLE XXVI 


WOULD YOU RECOMMEND ONTARIO TO FRIENDS? 


Yes 

No 

Don't Know 
Other 


Did Not Answer 


TOTALS 


NUMBER 


760 


26 


84,6 


PERCENT 


89.84 
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TABLE XXVII 


HOW LIKELY ARE YOU TO REVISIT ONTARIO? 


NUMBLR Pou RCENT 
Very Likely bly 6i} 
Quite Likely 234 27 bo 
Not Too Likely @ 8.63 
Not Likely 5 co) 
Did Not Answer 7 PAAOME 


TOTALS 86 100.00 % 
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TABLE XXIX 


INTENTION TO RECOMMEND ONTARIO TO FRIENDS AND RELATIVES 
BY FIRST-TIME VISITORS AND BY REPEAT-VISITORS 


FIRST TIME 
VISITOR 


REPEAT 
VISITOR 


INTENTION TO RECOMMEND 


IN PERCENT 


Yes 82.27 eee 
No “3D 18 
Dontt Know ABS Si) 3505 
Other wal A077 
Did Not Answer Di ge oy 


TOTALS 100.00 % 100 .00"% 
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TABLE XXX 


INTENTION TO REVISIT ONTARIO - BY FIRST-TIME 


VISITORS, AND BY REPRAT-VISITORS 


In per cent of Respondents 


First-Time Repeat- 
Visitors Visitors 

Very likely 23769) 75.09 ) 

74.47% J 95.98% 

Quite likely LO eS 20.78) 
Not too likely ROeek Zee] 
Not likely 106 OSB6 
Did not reply 4.26 0.90 


Total 100 .00% 100.00% 


u; 


; ie te - 


| es = 
ws & . 2S. i qhewke oud" sul 7 ty ' - 
ae <0 re Lowel tol } i - 
: N ry y r ' 
| | Oe i roast dor bs i "4 
OW 0 of ‘id | Ye a 3 | f 


vR00.00E 00,00 fast! a 


a et i el ea 
% 00°OOT 06° 9€° L8°% 81°02 60°SL IST, yeedey 
% OO°OOT 96°47 90° E EGO SL OF 69° €€ FTSTA FsSaty STVLOL 


% L6°T wi Ss = - (ot Scop IST, yeodey 
pice diet z = coe nore VISTA YSITYq eyve1S JON Pta 
% LO*T - - - Cr: 68° fIst, yeoday 
% TL" se ‘ LL a = FISTA FSITa J9U40 
B SO "I 8T* 8T° e7°T 92° T. IST, yeedey 
Bae UL LO'T -s 606 €0°9 90°T FISTA YSdTy mouy FON Og 
% BT" ss = et = - 4TSstj yeodey 
% SE" = = GE" = = VISTA 4SATq ON 
% €L°E6 9€° oi Ga 66°8T 69°Td TISTA yeodey 
eg ads err 90°T 96°ST 70 °7€ 6L.°62% VISTA 4SATy Soq 


Spuetiy pue Ssmoqustey 


STPYO], eyeqs ST OATT ATONTT - STENT STOATT MOX OF uoTyeoe, so dry, 
JON PT TON CO], FON 84TNe Aiea /\ e@ JOJ OTIeIUDQ PUuSUTUCDSY 
a ee eA ee 

4 OTAeJUD FTISTASeY Of noZ say ATOEXTT Moy Alem EN al at ie ALS 


Se a ES a ee 


SYOLISIA LVadae ANV SHOLISIA AWIL LSUIA xd 
NOLLVOVA YO dIUL V YOd OTYVLINO GNEWWOOWY OL NOLLNSLNI 


CNV OLUVINO LISTAWY OL NOLINGLNI NAYMLAG NOLLVIAY 


~TXXX IAVL 


i 


st 


lh 


yebese-ayere 


<a 
7 


$a 


Ce 


Z, 


LOINT 


APSE 


sd 
Le 


wehoan qyeT? 


re 
fay ; tye Sip 
tre IN et 
. fas 1D 
te et ere! 
ut = 
a) i in ce 
& wy 
ee) Con 
tr MY i 
na ite 
ib . 
am 
ty 
Dy 
th. 
o 
om 2 
w 
~ 


AteTe 
Ate 


ee 


Bs 
Ther 


¥ 
~~ e 


Ee 
io 


Fee 


Tou font 


Heccwntssky Ours.7o 3 


z 


uonyG FON pespReyyTuey ¢o 


TET EL S 8 OFLe4UQ UF sseutsng 10 yI0M 
Se nae 7 cL yi) € 2 (were UF JF 10) peppToepug 
GS°T 4 € uf L OFIIUO UF ueYyZ JeYyjO UOTPeUTYSep 04 o4Nor UY 
99°T ST € rae £y TupKoig 
66°T 8T vi it OTreyUQ Wey} Teyjo sooetd 4tsta 09 ystm 
LLG Se L 8T Areueos £q pezoeryyy 
Of Bo 9 | aA (SuUTteT yey pue syreg Tefoutaorg) sutdureg 
to-€ 62 EL 9T £4TTe7Fdsoy 
cet O€ zZ gz OFLeWUO UF SPATT IO ‘Weyl ‘93e7909 sumo 
LL°¢ hs z o dia é (euF} SAeY JOU seop 10) ABZ OO], 
02°8 TL 6, $c LY UINJOI 04 SXTL pTnom pure 
(°03e ‘etTdoed ‘f1aue0s “SUOTYOBI43YE) OTLeIUQ Sex] 

79°6 Lg ic We 65 Zuyquny zo/pue supysta 
L6°OT 66 Te gL (wayy Lg 
PpoeouUeNn[JUyT JO) SeATyeLer 10 spuetay SUTIYTSTA 

Obert TOT t c 87 TS wole OTFToeds 
@ 4FSTAeI 10 oTue4UQ Jo aT0Ml ves 04 aITseq 

6€°ST 6€T T fag Toe OFLU UF uotyeoea OZ umnyzou 


oy ueTd pue sdtuq snotasud so styy pefofuq 


LNTOUdd  UTWAN Garo aay XTAITT XTMIIT (4) 2 OL XIdqH YO NOSWHY 
TYLOL 4LVLS LON dia TIV¥ LY LION OOL LON ATHIIT SLINO ATHILT AYA 


q 0 q ¥ 
(4) 2 OL XTATHY 


&SIHL XVS NOX Od XHM (9) J UoTyYSeny 


: "07e “ATOXTT e7FNy (q) 
ATexTT Ate, (%) : Muy NOX LYHL AVS NOX GINOM <ZOTYWLNO LISIARY OL FH Nox (INOM AIGITIT MOH :(Q) L uoTysend 


TTXXX WIGVL 


SOLAATO TIZIVEA OT wr 
- Sts. i 


Sprite wha Wor 00 “BF 


wg es 


oH} 


o¢ nsia bea aqitt snotverq x0 efi Serobat 
obi sh aoiseosy tot mst 


& Stelvet-:0 olasinO Io evom s$e-o¢ srtest 
gets oftt> aye 


ud 


bssnsuitnt xx viteales to ebasiat anitteRy 


aide? iz Bie 


grttort! zo\bns8: giizst 


(.ot5 ,efqose .yrsnsce Jenpktos:tis) olmedac sank? 
wrirder oS oil bivow fos 


(emit sve dea se0b to) 187 cot 


é6taain® at eevif to .rret .onatfo) end 


(aaivatbasd bre ettel fatontvorl) sntqusd 


vremese vd basostsiA 


ostsdn? ond? tertc eacsig disiv of tet 


se 


Simixor 


ofradnO tii aad d atetit6 aeidentéseb.of oten ae 


{seers cl Et oe 


(‘°° esed yxou uo p,qu00) 


oo” 
co" 


Co” 


0O°T 
cg oa 


co TL 


N 


EON AGN AGN Nt CO EECG\) COON) NCC CRN) GN? 


OS B= SO SOS 


(PenUTIUCD) TIXXX FTaVL 


Se BRS GAY ERY 


CO Oo Cot 


zt st St OOM 


setqqoy sutnsang 

PeATIZe ysnp 

SINO], eTOIT) 

qUSUUTePLE JUS pue (Plofjyetys sepnTouy) smoys 
(Sutoer zeg ‘feyooy ‘Sutoer es10H) sytods sozeqyoads 
sutddoys 

OTIeJUD PeXFL[Stp so ‘uesz os pesseuduy yo 

peoue uetd you se0q 

(S8TqTO pue) sUOTdar UCTY woe, PepMoroOUQ 
sfemioayem pue Sut yeog 

uepTpeueg ATsnoptaerg 

TeAeTY OF PTO OO] 

USTLeTOLeumog ssey 

(S¥t@q Te TouTAOLg ye esoyy JuUTpNTouy) seyoeweg 
SUTTAS 

sfemysty 

OTIPUQ UT SAT[ 04 YOBG oUlIOD 04 sITSep pesseudxy 
(esueyo @ JO) *S'g FO yNo yes 04 SONTT 

Tevet] 04 aexTT] 


SUTXeTOL ‘ysery “qyueseetTd eyeut{t) 


ae 7 ; ; 
oe ve ey mt 


- or a i af 
ay, oe Mane line i, 
nh 


wu » 


%) 


‘ rel 
1 
im 
i ae 
iT i i] 
x j U Uphe'l - in ; ' 
a eli”, me Wt Ds 
v, a if, Ay Fs ny oy % oT ¥ ; ove ' 
i A a vr f 
ik Pm of i] 7 _, ji: a i. ae i ' : PF j 
iff ; : an vi a) 7 re) i f mG Ora pee Pe) i) 
| Pig \ Ay - 7 ye 4 f : Mal 
a 7 } ie ‘4 | airy 7 ; = rae _ ) : . Fre eel 
| | et Sone? eR TY Sian yr aa 
; na {bt ™ : 
lf ; 
A rn , 4] f ih 
“ : 
> wi! fo fay ‘ 
a es Lo or iw 
i) i ty A 3 vo rm we tt fen he oe is ae 
i ' ‘ah } i 
Mh | a a 
ADT . pe i 
ue 
ut - 
— i] 
é 
Pe 


FE 
psnro 


‘ . “ns 
« ; te 
ea re | 70 i 
a @ ez Lo | ‘i 
= te Se ee 
i * i 
ae by a ae a 
a 5 = 3 o Be 
ra ey 2) Dig iow! = of 
S S 2 Pa oS ie 
Hee ee a ie i an 
+ if be S oe ice 
om eos 2 Mae 
te a ~—- F co 
om - a a Rees 
ok ae oe 
. ' i) . 
© 3 i $ Bo 
rn. os ® E, o om 
Sa ht S Oo 
~ ais 9 Pe Bd Bee Ok. B Gs cf . OF 
i 7 és = id ad it i" m ta x 
go &. a Me ee ee eH a Lae a f 
i) = x r ; oe Ot ta tn uF — whe o 
& E 2 Pye Mes 2. ee nie ure oe 
lis na t oD 7. eee a f ’ ; ’ 
Se Bie, a yo lie ae aes Sale 
vat PS ie ee ue ty a eee & 
a 50.8. B ae a ee eee eS 
s toms. Get ee 2 : ae 4 2,8  ¢ 
; Kod cs a te =~, Sm % Pat by he 


*peyeqs uosever suo ueyy ozoU 
esnedeq squepuodser jo Jequmu Tenjor spesoxq. 


eG 


SLNYOU ad 
STVWLOL 


et#9S JON PEC 

uoseel ON 

SJUSA® TeTUUe4USsD SIO aes Of 
USsIPT LYS [Tews saey 
Aqytteqidsoy jo yoy 

OTIejUQ UT saTsuedxe sseT ALepttoy 
UuoTyoeI4Ye IOf~eW IOJF sUIOd p—TNoM 
(eSsteaape) e}eUTTO 

oTsfery SexT[Stgq 

syoodsy [euotyeonpg 

SeqtS TeoTsoysty 


SUOTPRBPOWUMODDY 


(4) 2 OL XIGTH YOd NOSVAY 


% 00° OOT % 83° % SS°0 % 60°8 % G0 Le % 97°S9 
£06 LT S SV Te 79 
roy ga Lg 6 E 9% O€ 
ete € € 
Le T T 
5 eg L T 
jig T iL 
194 iv T 
1a ge ic T 
Le L T 
1a T ae 
we" a g 
ec. ra G 
oo 2 z 
i 
INGOUGd  YaHWAN io dy KIMITT RTIMIIT 
TVLOL GLVLS LON aia TIV LY LON OOL LON XIQIIT ALIN XIDIIT RUA 


d 0 q ¥ 
© = === ss steer emmeceseemeenimemnemeesce ee La a ee 


(4) 4 OL ATdaU 


TIXXX Widvd (/ ‘ged ° Pi quod) 


vo 
7 


1 o - 


; ; 2 
Hf m 6 
ea ae & 
i ae 
a ra “Kd 
B $0. 
wt OR iv o : 
2 ee er be 
Var io tee a es 2 a ae 
% a abe a: oo ae 
es cy oe ad we ‘ lo rn. 
5 “Evang Se /S) 
| See 2 poe eh Boke Se 
a oe ae s a a ee ie Be. = 
2 ae or en ee eee a 
eo Se ey aes see pee ae By ak 
a ra 1 : uy wh aad 3 is .-* r 
12S 18 $82 £ 2 eee eS ee 


TABLE XXXII 


TYPE OF OVERNIGHT ACCOMMODATION USED 


TYPE OF ACCOMMODATION NUMBER PERCENT 


Motels B75 4.33 ) 

) 46.93% 
Hotels 22 2.60 ) 
Tourist Cabins 31 3.66 ) 

) 
Rented Cottage 62 1380) UT 

) 
Own Cottage 32 ce) 
Camping Sites 138 16.31 ) 

) 24.35% 
Trailer Camps 68 8.04 ) 
Tourist Homes 9 1.06 
Friends-Relatives 57 6.74 
Other 39 4.61 
Did Not State 13 ulesyoy 
ee er Dn Le es ee SE 


TOTALS 84,6 100.00 % 
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TABLE XXXIV 


PROBLEM IN SECURING DESIRED 


TYPE OF ACCOMMODATION? 


No problem 


No problem, just 
arrived in Ontario 


Yes, some difficulty 


Did not reply 


Total 


Number 


64,0 


128 


3h 


AL, 


84.6 


Per cent 


(EES 


Se ie) 


4.02 


Sere. 


100.00% 
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TABLE NO. XXXV 


AVERAGE LENGTH OF STAY IN ONTARIO BY ORIGIN 


STATE AVERAGE 
Michigan 4.8 Days 
New York 4.9 
Ohio Bale) 
Pennsylvania 6.6 
Illinois 4.9 
Minnesota 4.9 
New Jersey Aan, 
Wisconsin Hey es 
Massachusetts 4.5 
Indiana Lek 
Other States 4k 


AVERAGE OF ALL STATES 4.9 Days 
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TABLE XXXVI 


AVERAGE LENGTH OF STAY IN ONTARIO BY DESTINATION 


VACATION AREA AVERAGE LENGTH 
OF STAY 


i 


Kent-Essex 
Lambton-Sarnia 

Central Erie 
Mid-Western 
Niagara-Iroquois 
Metropolitan 
Huronia-Lake Simcoe 
Kawartha Lakes 

Great Pine Ridge 

Bay of Quinte 
Hastings-Land O'Lakes 
Rideau Lakes-1000 Islands 
Seaway Valley 

Lower Ottawa Valley 
Upper Ottawa Valley 
Madawaska Valley 
Haliburton Highlands 
Muskoka 

Grey-Bruce 
Parry—Georgian Bay 
Algonquin Park 
Nipissing 

Sudbury 

Manitoulin 

Algoma 

Golden Route - 101 
Timiskaming 

James Bay Frontier = 
Upper Lake Superior Sah 
Rainy River - 
Lake of the Woods 7.0 
Patricia ~ 


_—_—_—— 


AVERAGE LENGTH OF STAY 4.9 Days 
OF ALL AREAS 
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TABLE XXXVIT 


AGE OF RESPONDENTS 
rte ee 


AGE GROUPS NUMBER PERCENT 
ee 
Under 20 Years 18 2513 
21 - 30 129 L525 
31 - 40 24,5 28.96 
41 - 50 222 26.2h 
51 - 60 cae 5 260 
61) =-70 68 8.04 
Did not state 32 318 
ee 
TOTAL 81,6 100.00 % 


ee 


Average Age - 41.3 Years 
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TABLE XXXVID 


RESPONDENT'S INCOMi 


INCOME GROUPS NUMBER IN PERCENT 
$ Oy Ge COO bly 7.07 
§ 6,001 - § 8,000 108 lWAsie 
$ 8,001 - $10,000 207 33.28 
$10,001 - $15,000 151 2.28 
$15,001 and over 73 unlayy 
Did not State 39 6.27 
TOTAL 622k 100.00 % 
Average Income per Respondent - $ 10,210.00 


*Note: 


22h Respondents did not report their income. 
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MODEL YLAN OF AUTOMOBILE 


YAR 


1967 
1966 
1965 
1964, 
1963 
1962 
1961 


1960 and Under 


TOTALS 


Average Age of the Car - 2.2 Years 


NUMBER 


176 
222 
y2 
90 
56 
4g 
ou 
2) 


788 


se 


TABLE XXXI.X 


ell 


100.00 % 


* Note: 58 Respondents did not state the model year 


of their car. 
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OCCUPATION OF RESPONDENTS 


TYPE OF OCCUPATION NUMBER PERCENT 
Professional 2h1 28.48 
Owner or Manager 97 oy 
Sales 76 8.98 
Skilled Labour 215 2D hl 
Unskilled Labour 3 dley 
Farmer 29 3.43 
Retired 66 7.80 
Housekeeper 18 Zel3 
Student 25 2.96 
Other 28 Se oNe 
Did Not State 38 ek? 


TOTAL 81,6 100.00 % 
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ORIGIN OF U.S. VISITORS 


COMPARED WITH DOMINION BUREAU OF STATISTICS'DATA 


ee 


State Number Percent D.B.S.(4) 
Percent 
Michigan 163 26.212 ) 30.07% ) 
New York 100 16.08 26.18 
Ohio 68 20°93 5 xTOL 5 
Pennsylvania Ld ae OL og: 
Illinois 43 6.91 Lhd 
Minnesota 29 1.66 ESE, 21106) 90.28% 
Indiana 20 Bez 5 2.07 5 
New Jersey 19 37.05 5 206 
Wisconsin 19 3.05 Ze 
Massachusetts 13 PAROS, 5 Lieu 
Iowa 9 Uh) LOE, 
Maryland 9 1.45 76 
Florida Sy: 1.04 
California (4 1, 13 92 
Virginia ? alae 52 
South Carolina ff BASIS: .06 
Texas 6 206 228 
Missouri 4 64 WS 
Kansas 4 64 21 
Nebraska 3 48 sue 
Kentucky 2 woe men 
New Hampshire 2 oe, mai 
Other States 36 eee) 3.8h 
TOTAL 629 (44) 100 .00% 100 .00% 
(i) Source - Dominion Bureau of Statistics - Passenger Cars 


Visiting Ontario on Customs permits for 2 or more 
Nights from the U.S. during 1965. 
(4i)Note = Only 622 out of 846 respondents reported their origin 
by State. In some instances the origin was reported, 
but incorrectly. 
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TABLE XLII 


NUMBER OF RESPONDENTS IN PROFESSIONAL OCCUPATIONS 
BY ANNUAL INCOME GROUP 


ANNUAL INCOME NUMBER IN PERCENT 
$ 0 - $ 6,000 5 2.08 
$ 6,001 = $ 8,000 29 12803 
$ 8,001 = $10,000 60 24.90 
$10,001 - $15 ,000 82 Sly.02 
$15,001 and over 52 21.58 
Did Not State 13 Deo? 
TOTALS 241 100.00 % 


Average Annual Income for Professional Respondents - $11,925.00 


Average Annval Income for All Respondents - $10,210.00 
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TABLE XLIII 


RESPONDENTS IN PROFESSIONAL OCCUPATDNS - 
AVERAGE ANNUAL INCOME BY AGE GROUPS 


AGE GROUPS AVERAGE ANNUAL INCOME 
Under 20 $ 8,000.00 
21 = 30 10,286 .00 
epee gio 11,462.00 
41 = 50 12,803.00 
51 - 60 13,597.00 
Sig 70 13,364.00 


AVERAGE ANNUAL INCOME 
ALL AGE GROUPS $ 11,925.00 


Average Age for Professionals 40.1 years 


Average Age for All Respondents 41.3 years 
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TABLE XLIV 


RESPONDENTS IN PROFESSIONAL OCCUPATIONS - 
AVERAGE ANNUAL INCOME BY LENGTH OF STAY 


AVEL-AGE 
LENGTH OF STAY NUMBER PERCENT ANNUAL INCOME 


Less than 1 day a) Gas $e 300200 
1 day only 6 2.08 12,500.00 
1 - 2 days 28 12325 11,964.00 
2 - 3 days 53 PRIS) 11,226 .00 
1 week 53 PPI 11,160 ,00 
2 weeks 34 14.91 12,956.00 
Other 39 17 AO 13 AY. Co 
TOTALS 228 100.00 % $ 11,925.00 
Average Length of Stay for Professionals 5.6 days 


Average Length of Stay for All Respondents 4.9 days 
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TABLE XLV 


COMPARISON OF U.S. VISITOR-RESPONDLNTS' INTENTION TO RECOMMEND 
ONTARIO VISIT TO OTHERS, BY THOSE IN PROFESSIONAL OCCUPATIONS, 
AND BY THOSH IN NON-PROFESSIONAL OCCUPATIONS - 


U.S. VISITOR-R&SPONDENTS 


In Professional 
Occupations 
(In Percent) 


Intention to Recommend 
Ontario Visit to others In Non-Professional 
Occupations 


(In Percent) 


Yes 91.70 88.94 
No - 33 
Do not know 4.98 pnd 
Other 25 Shy 
Did not state 2.07 3703 


TOTALS 100.00 % 100.00 % 
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TABLE XLVI 


COMPARISON OF U.S. VISITOR-RESPONDENTS ' INTENTION 
TO REVISIT ONTARIO, BY THOSE 
IN PROFESSIONAL OCCUPATIONS, AND BY THOS 
IN NON-PROFESSIONAL OCCUPATIONS 


U.S. VISITOR—R&SPONDENTS 


In Proféssional | In Non-Professional 
Occupations Occupations 
(In Per cent) (In Per cent) 


Intention to 
Revisit Ontario 


Very Likely 63.90 59.90 
Quite Likely 26.56 28.05 
Not too Likely Vlad 9.08 
Not at all Likely 83 Ris 8) 
Did not State Leek Zor 


TOTALS 100.00 % 100.00 % 


TABLE XLVIT 


COMPARISON OF TYPE OF ACCOMMODATION USED IN ONTARIO 
BY U.S. VISITOR-RESPONDENTS IN PROFESSIONAL OCCUPATIONS, 
AND BY THOSE IN NON-PROFLSSIONAL OCCUPATIONS 


U.S. VISITOR-RESPONDENTS 


In Non-Professional 
Occupations 
(In Percent) 


Type of Accommodation 
Used 


In Professional 
Occupations 
(In Percent) 


Motels Cie Loa) 
50.63% ( ) 46.30% 
Hotels C2091 2538) 
Tourist Cabins ( 1.66 ps5 50) 
( ) 
Rented Cottage ips (© eae) S292 17. 5s 
( 
Own Cottage (93 332 4.04 ) 
Camping Site (a7 13 16.16 ) 
Zee oat ) 25.92% 
Trailer Camps ( 4.15 Olen) 
Tourist Homes 1.66 8h 
Friends and Relatives WON SH Dig 
Other Leo 4.04 


TOTAL 100.00 % 100.00 % 
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TABLE XLVILIL 


RESPONDENTS IN PROFESSIONAL OCCUPATIONS - 
AVERAGE ANNUAL INCOME BY ORIGIN 


SSS SS 


AVERAGE 
STATE NUMEER PERCENT ANNUAL INCOME 
a ee ee 
Michigan 50 Ginga $ 11,980.00 
New York 4,6 20.18 115 337.00 
Ohio 19 3.33 127132.00 
Pennsylvania 11 4.82 11,864.00 
Illinois Ly TohO 12,765.00 
Minnesota a 3.07 105214, ,00 
New Jersey 8 So 12230300 
Wisconsin if) 3,07 115500300 
Massachusetts 8 Sig oh 9,938.00 
Indiana 6 2.63 13 5167.00 
Other States 49 21.49 12,480.00 


TOTALS 228 100.00 % $ 11,925.00 
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U.S.VISITORS STUDY APPENDIX I 


GAS STATION SURVEY 


Hello,. my NEMC LS's sm stots octets aise s ove Of. oven tee es .-- We are conducting a short 
study on travel, and would appreciate a few minutes of your time. 


1 


(a) 


(c) 


(a) 


A( 


(b) 


Is this your first visit to Ontario? A() Yes B( ) No 
IF_ "NO" ASK: How many times have you visited Ontario in the past 

5 years? 

AC )2-3 BC )h-5 CC )6-7 DC )8&9 E( )10 and over 


F( )Other, specify 


IF FIRST VISIT ASK: So far, has Ontario and its attractions lived 
up to your expectations? A( )Yes BC )No CC )Don't know 


IF "NO" OR "DON'T KNOW" ASK: Why do you say that? 


How a you first become interested in visiting Ontario? (DO NOT READ List) 


Recommended by friends, E( ) Travalogues or H( ) Advertising in 
relatives in U.S. Documentary movies Magazine 

Friends, relatives in F( ) Don't recall I( ) Advertising in 
Ontario. Newspaper 

Travel Agent GC ) On way to/from J( ) Magazine/Newspaper 


) 
) 
) Canadian Travel Bureau Expo. articles(specify) 
) 


Television L( ) Radio M( ) Other, specify 


In the past six months or so, have you noticed any Ontario travel advertising 
in magazines? A( )Yes B( )No C( )Don't recall 


IF "YES": Which magazines? (DO NOT READ LIST). 


A( ) New Yorker D( ) Time 
B( ) Life E( ) National Geographic 
C( ) Outdoor Life F( ) Other, specify 


Do you subscribe to or regularly buy any of the following magazines? 


(ROTATE ORDER OF READING) Buy 


Subscribe Regularly Neither 
1. National Geographic ep) B } cc 
2. New Yorker A( Bt ia) Gt 


. life A( 
. Time A( 
. Reader's Digest A( 
Saturday Evening Post A( 
Sports Illustrated A( 
. Look A( 
. Saturday Review A( 
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Do you happen to know if the Ontario Government maintains reception 
centres to assist visitors such as yourself? 
A( )Y¥es B( )No C( )Don't know 


IF "YES" ASK: Have you ever made use of these reception centres? 
A( )Yes B( )No C( )Don't recall 


Do you think that you will use these reception centres on this visit? 
A( )Yes B( )No C( )Not sure 


So far on your visit, in Ontario what do you consider to be the most 
interesting things that you have seen or done? 


El 


ee 


Have any aspects of this trip in Ontario been somewhat disappointing 
to you? 
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7. (a) From your experiences in the Province to date, would you be inclined or 
not inclined to recommend Ontario for a trip or vacation to your neigh- 
bours and friends? A( )Yes B( )No C( )Don't know D(_ )Other, 


(b) How likely would you be to revisit Ontario? Would you say that you are...? 
A( )Very Likely B( )Quite likely C( )Not too likely 
D( )Not at all likely 


(c) Why do you say this? 


8. (a) On this visit, what type of overnight accommodation have you used or intend 


to use? 

A( )Motels D( )Hotels G( )Rented Cottage 
B( )Tourist Cabins E( )Tourist Homes H( )Trailer Camps 
C( )Camping Sites F( )Friends,Relatives I( )Own Cottage 


J( )Other, specify 


(b) Have you encountered any major problems in securing this type of accommodation? 
A( )No BC )No, just arrived in Ontario C(_ )Yes, specify 


(c) Incidentally, how long will your stay be in Ontario? 


A( )Less than 1 day D( )2 to 3 days 
B( )1 day only E( )1 week 
C( ) 3 to 2 days F( )2 weeks 


G( )Other, specify 


BASIC DATA: 


9. (a) Respondent's sex: A( )Male B( )Female 
(b) Respondent's age: A( ) Under 20 E( ) 51-60 
ini 3) ERESSIe) F( ) 61-70 
C( ) 31-40 G( ) Did not state 
DC ) 41-50 
10. Occupation of Head of Household 
A( 5 Professional F( ) Unskilled Labour K( ) Student 
BC ) Owner or Manager G( ) Farmer L( ) Other 
GC pi Sales H( ) Retired M( ) Did not state 
D( ) Clerical/Office I( ) Armed Forces/Police 
E( ) Skilled Labour J( ) Housekeeper 


11. (a) Respondent's Home Town/City (>) hey state ( ) 
12. Model Year of Car: 


13. Number of passenger cars operated by household members: A( ) One D(_ ) Four 
BC ) Two E( ) More than 


C( ) Three Four 
14. In which income group are you situated? 
O - $ 6,000 
$6,001 - 8,000 
8,001 - 10,000 
10,001 - 15,000 


15,000 and over 
15. Date of Interview: 


16. Number: 


17. Location: 


18. Interviewer's Signature: 
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APPENDIX III 


SUMMARY OF TOUKIST ESTABLISHMENT OCCUPANCY 
BY SKLECTZD DISTRICT AND TYPE OF ESTABLISHMENT 


IN PERCENT ~ JULY 1967 


HOTEL 
MOTOR HOTEL HOTEL 
CT VACATION AREAS SKESPONSE TOTAL _ LLB (NOT LLB) MOTEL LODOR COTTAGE CABIN CAMPSITE OTHER 
(1) Kent-Essex 82 
(2) Lambton-Sarnia 4 
(3) Central irie 59 
(4) Mid-Western 85 65 61 kg 93 34 69 28 7% 45 
(19) Grey-Bruce 78 59 36 59 67 66 69 A 14 17 
(5) Niagara Iroquois 69 70 72 n/a 69 52 85 52 78 66 
(6) ietropolitan 64 
(9) Great Pine Ridge 68 5 5 58 7 ° 100 55 70 12 
(7) Huronia-Lake Simooe 52 
(18) Muskoka 89 62 56 n/a 91 64 67 3 10 62 
(8) Kawartha Lakes 63 
(17) Haliburton 93 64 73 29 67 kg 1p) be, 93 9 
(10) Bay of Quinte 81 
(11) Hastings Land O* Lakes 71 
(12) Rideau Lakes-1000 Islands 65 
(13) Seaway Valley 79 67 73 50 74 43 70 65 68 79 
(14) Lower Ottawa Valley 83 
(15) Upper Ottawa Valley 73 
(16) Madawaska Valley 79 58 65 89 76 80 66 57 20 73 
At Parry Sound-Georgian Bay 63 
21) Algonquin Park = 
(22) Nipissing 88 
(23) Sudbury 58 
ae Manitoulin 7 
25) Algoma 
(26) Golden Route = 101 89 
(27) Timiskaming 67 
(28) James Bay Frontier - 70 67 7 77 76 7% 80 25 29 
(29) Upper Lake Superior 80 
(30) Rainy River 58 
(31) Lake of the Woods 8h 
(32) Patricia 89 62 66 67 81 35 76 70 43 ho 
<a es oN ee Ge oo Ae a Pe: ie Fac ee ee 
AVEKAGE TOTAL OCCUPANCY = 1967 66 68 54 75 56 74 52 4) 56 
AVERAGE POTAL OCCUPANCY - 1966 69 63 ° 76 61 76 53 81 59 
NOTE: 1967 Sample: 957 Establishsents selected in Sample 


699 Correct responses and tabulated 
7% Correct responses in percent of selected sample 


1966 Sample: 770 Establishments selected for Semple 
529 Correct responses received 
69% Correct responses, in percent of total sample 


(1) NOTE: Sample Returns on Campsites were not satisfactory 
and the figures shom are not representative, 


Ontario Department of Touriem and Information 


Travel Research Branch November , 1967 
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